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The nation’s foremost firm in exposition production and furnishings. 
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HIGHLIGHTS 


MIDDLE-MANAGEMENT MEETINGS 


When you come up through the ranks and remember 
what was wrong along the way, eventually you are in a 
position to do something about it. General sales manager 
of Cutter Laboratories struck out at the fruitless argu- 
Pianeta | ments at division managers’ meetings. As a former divi- 
ership in planning sion manager he knew the problem. He tells how he 


successful conven- solved it. 35 
tions and meetings 


afloat featuring: 


Your Choice of 
Trans-Atlantic 
Luxury Liners 


Sailing from your First heralded as a panacea and then battered and bloodied 
nearest East Coast 


BRAINSTORMING STILL IN BUSINESS AT G. E. 


* 


pre as a mental fraud, brainstorming still survives as a pro- 
* No attendance ductive problem-solving technique. General Electric, an 
guarantee required early adherent, still uses brainstorming and tells why 
* Groups from 50 to - , 97 
and how. 


1,000 persons 

Custom Planned 
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days duration—or 
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© ae ee heidi sessions in business management. hese seminars are 
all details geared to dealers’ interests and not Carrier promotions. 
* They’re all in the Carrier gains, of course, because its dealers are better 
same boat—no one . a. cs . . 
4 businessmen—basis for moving more Carrier products in 
can wander away 
the long run. 50 
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—_—*= sional trainers. All this is aimed at making small con- 


ferences more rewarding. 31 
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BUSINESS 
LIKE SHOW 
BUSINESS? 


As a matter of fact 
there is. Our business. 
° 
In creating meeting pro- 
grams for over 375 of the 
country’s 500 largest corpo- 
rations, our Group Com- 
munications Division is as 
much a part of show busi- 
ness as a Broadway re- 
hearsal stage or a network 
television studio. 
¢ 


TelePrompTer Corporation’s top 
creative staff — which includes 
producers, writers and directors 
— is being called upon daily to 
produce those meetings which 
“have to be right’ 


¢ 

We would welcome an op- 
portunity to show you how 
our unique combination of 
showmanship and elec- 
tronics can make your next 
meeting the most successful 
one you've ever had. 


CerC Sitaiamentibee 


oe division of 
JzLz PromPler 
CORPORATION - 
311 W. 43 St., N. Y. 36, N.Y. 
JUdson 2-3800 


of 


DEPENDABLE 
MOVING 


ALLIED VAN LINES, INC. 


4 


‘cross 
country 


“Allied’s sure our good friend” 

It’s so much easier for you . . . and safer for 
your things when you move with Allied —the 
No. 1 specialist in long distance moving 
(packing and storage, too). He’ll handle all 
the details, from packing bric-a-brac to ar- 
ranging furniture. Your goods are moved with 
expert care, and right on time! 

FREE BOOKLET—Ask your Allied 

Mover for your copy of “Before You 

Move,” a helpful booklet on trouble- 

free moving. Look for his name in the 

Yellow Pages under “Movers.” 
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WORLD’S LARGEST LONG-DISTANCE MOVERS 
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They know that expert engineering, design and construction 
make Tabery - planned and built exhibits the hit of any show. 


For the maximum sales results from exhibits, America’s top 
exhibitors use TABERY 


Know-how 
Experienced Personnel 
Complete Facilities 


in 
EXHIBITS 
SPECIAL EVENTS 
SALES MEETING 


INSTALLATION AND 
SHOW SERVICE 


bee Y _ SIO 
3443 So. Hill Street, Los Angeles 7, California 
Richmond 9-1091 


SHRINE 
EXPOSITION Hé 
700 W. 32ND STREET 3443 SO. HILL STREET 


LOS ANGELES 7, CALIF. LOS ANGELES 7, CALIFORNIA 
Richmond 7-2923 Richmond 9-1096 


96,000 square feet of exhibit space Offering complete trade show 
Easily accessible to freeways management or consultant 


services... 


Excellent catering facilities for : csaciall 
functions accommodating from 1500 Preparation of initial floor plans... 
to 5000 Sale of space... 

Complete stock of trade show Publicity and promotion... 
furniture and equipment available on Complete liaison with exhibitors... 
premises at all times Floor management and post-show 


Make SHRINE EXPOSITION HALL , pees eee 
your trade show or sales meeting No matter what the occasion, if it 
headquarters requires showmanship, let 

2 SHOWMANSHIP do the job. 


Now under SHOWMANSHIP exhibit management 


YQ 
it Instrument-Avtomation Conference & Exhibit, for Instru- 
—— ment Society of America * Electrical Industry Show, for 
& — Electrical Maintenance Engineers Association * Western 
Air Conditioning, Heating, Ventilating and Refrigeration 
~ Exhibit & Conference, for Western Air Conditioning Indus- 
TH tries Assn. * Western Toy Show, for Western Toy Show, 
inc. * Los Angeles Auxiliary Home Furnishings Summer 
and Winter Markets California Hobby Show ° Imported 
Motor Car Show (Co-Managers) 
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World’s largest and finest convention-resort hotel... 


INCOMPARABLE MEETING FACILITIES 


for up to 5750 people! Private conference rooms for 
10 to 50 — convention hall accommodating 3000 ! 


SUPERB BANQUET FACILITIES 
for groups up to 2500! 6 private dining rooms, formal 
dining room, casual coffee shop for fine food 

at popular prices. 


UNSURPASSED FACILITIES FOR 

FUN AND RELAXATION 

14 acres of oceanfront luxury—1000 foot private 
beach and Olympic swimming pool — Cabana Club 
— 4 cocktail lounges — exclusive shops — La Ronde 
Supper Club — Yacht Basin — 565 luxurious rooms... 


ontainebleau 


ON THE OCEAN AT 44th STREET, MIAMI BEACH, FLORIDA 


For information 

write or wire 

STANLEY B. CAMPBELL 
Director of Sales 


BEN NOVACK 
President 


OUKE STEWART 
Manager 
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Explore your potential 


PLASTICS 


AGL BROTHERS 
PUBLICAT 


Plastics Technology, Convention issue, 
covering the Eighth 
National Plastics Exposition 


1958 


Reserve space now in Plastics Technology's 
National Plastics Exposition issue. 


Convention time is a time of lively interest. Plastics 
engineers are then in the mood to actively seek new 
ideas. Plastics Technology takes early advantage of 
this atmosphere with a pre-convention issue containing 
a preview of the convention including a floor plan and 
a complete rundown on the latest in equipment, ma- 
terials and processing. 


If your product can be used in a manufacturing plant, 
this is your opportunity to “test market” the dynami- 
cally expanding plastics industry at low cost. Plastics 
Technology is edited exclusively for the plastic engi- 
neer, the prime buying influence in the field. It will 
take your message directly to him in an issue that will 
be used by plastic engineers as a reference book and 
directory before, during and after the convention. 


Whether you intend to exhibit or not, reserve your 
space now in Plastics Technology and make sure your 
message receives the added advantage of a good posi- 
tion when it reaches both the plastics engineers who 
attend and those who do not. 


Space reservations, market and media file may be 
obtained by writing or calling Plastics Technology, 386 
Fourth Avenue, New York 16, New York—LExington 
2-1760. 


whole new world 


for your 


convention 


cabana & yacht club 


ALL THIS IS VOURS... 
FOR A PERFECT CONVENTION! 


e 14 meeting rooms or combinations . . . 
to seat any size meeting from 24 to 1600! 

@ Monitored air-conditioning 

e Modern lighting and sound equipment 


e Outstanding cuisine. . . 
served from an ultra-modern kitchen, 
strategically placed to serve every 
banquet with maximum expediency 


e Underground parking garage 
e Yacht anchorage on protected Indian Creek 


© 30,000 square feet of drive-in 
exhibit space at reasonable rates 


ALL THIS — PLUS: 


e Olympic pool and private ocean beach 


e Over a hundred luxury cabanas 
with individual bathrooms 


e Magnificent covered outdoor pavilion for 
dining and dancing, outdoor meetings 


e Three delightfully different 
dining rooms to suit your every mood 
@ Informal gaiety and dancing in 
Harry’s American Bar — Garden Café 


e Fabulous entertainment nightly 
in the unparalleled Caf Pompeii 


ROBERT H. WHALEN, Director of Sales 
SEND NOW FOR COMPLETE 


CONVENTION BROCHURE 


blueprinting complete pians and details 


POMPEIAN ROOM — Accommodating banquets of 1200 and business sessions of 1600 
people. Four tiers assure all in attendance perfect view of the speaker's table. 


30,000 square feet of DRIVE-IN EXHIBIT SPACE at reasonable rates. This area 
does not alter the availability of any of the 14 Major Meeting Rooms. 
New York: Circle 7-6940° Chicago: MOhawk 4-5100¢ Cleveland: PRospect 1-7827 © Washington: District 7-7346 


OCEANFRONT, 465th to 47th STREETS, MIAM! BEACH, FLORIDA 
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LETTERS TO THE EDITORS 


watch that current! 


Eprror, SALES MEETINGs: 

Your May 2, 1958. issue of SALES 
MEETINGS lists information covering 
hotel exhibit areas including the char- 
acteristics of the available electric. 
Those listed for Miami Beach hotels 
are generally incorrect. 

The voltage that is available in the 
various exhibition areas could be very 
important to an exhibitor especially if 
his product is a heating unit which 
requires a voltage equal to the name 
plate rating of the equipment in order 
tor it to operate satisfactorily. Cer- 
tain motors, such as drive elevators 
and refrigeration machines, will not 
operate satisfactorily unless the volt- 
age is equal to the name plate rating 
or slightly in excess of that voltage. 
Alternating current is furnished on 
Miami Beach and, so far as we know, 
direct current is not available, at least 
in very large quantities and would 
only be available when provided by 
the individual lessor of exhibition 
space. 

We will be more than pleased to 
advise you what current is available 
in specific locations in Miami Beach. 

C. K. Lingo 
Commercial Manager 
Florida Power & Light Company 
Miami Beach, Fla. 
> Facilities data as reproduced were 
supplied by the hotels. Your offer to 
advise on current available should be 
well received by exhibitors with po- 
tential current problems. 


reprint check list 


Epiror, SALES MEETINGs: 

We produce expositions and are 
interested in reprinting the Exhibi- 
tor’s Check List on pages 48 and 49 
in the May issue of Sates MEEt- 
INGS. 

Would it be possible for your 
magazine to give us permission to do 


so? 


Thanking you in advance of your 
cooperation. 


Carole Levy 
National Lighting Expositions 
New York, N. Y. 


> Permission granted. 


wants to reprint two 
Eprror, SALES MEETINGS: 

If it is agreeable with you we 
would like to reproduce two articles 
entitled, “How to Close Sales at a 
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Trade Show” and “Exhibitors Check 
List” from your May 2 issue for dis- 
tribution to our membership. 

This association represents approxi- 
mately 500 manufacturers and dis- 
tributors of laundry and drycleaning 
equipment and supplies. 

Many thanks for your favorable 
consideration of this matter. 

Rodger R. Jackson 
Managing Director 
Laundry and Cleaners Allied 
Trades Assn. 
New York, N. Y. 
> It’s agreeable with us. 


better meetings for cops? 


Epiror, SALES MEETINGS: 

This office has had an opportunity 
to review an item from vour January 
4, 1957, issue titled, “For the Mod- 
ern Meeting Planner: Guide to 
Styles, Groups, Methods,” by Hugh 
Gyllenhaal. 

Would you have available 150 re- 
prints of these guides? If so, please 
advise the charge. If not, may we 
have your permission to reprint ap- 
propriate copies, utilizing our own 
facilities? 

For your information in consider- 
ing this request it is intended that the 
guides be used strictly within the con- 
fines of the Department of California 
Highway Patrol’s administrative 
training program. 

Bernard R. Caldwell 
Commissioner 
California Highway Patrol 
Sacramento, Calif. 


50 to cash in 


Eprror, SALES MEETINGS: 

Will you please send me 50 copies 
of the report “Here’s How to Cash 
In on Sales Meetings” from the Jan- 
uary 4, 1957, issue of Sates MEET- 
INGS? 

If your supply of the report is ex- 
hausted, I will appreciate permission 
to reproduce the article for approxi- 
mately 50 of our own salesmen. It 
will not be distributed outside our 
own organization. 

Wendell A. Moats 
Director of Group Sales 
Bankers Life Company 
Des Moines 7, lowa 
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for accessibility 

The Cavalier saves man 
hours in travel as it is 
equal travel distance to so 
many large cities and 
served by major transpor- 


tation lines. 


for fine facilities 
A pleasure resort, The 
Cavalier offers more rec- 
reational advantages with 
“convention-perfect” facili- 
ties for groups of 50 to 500. 


for superior service 

A highly trained conven- 
tion and service staff that 
will exceed your expecta- 
tions of efficiency, expedi- 
ency and courtesy. 


Write For Colorful Convention 
Brochure Gordon M. Shoe- 
maker, Managing Director 


BEACH & CABANA CLUB 
YACHT & COUNTRY CLUB 


Virginia Beach, Va. 


CONVENTION 
QUESTIONS ? 

CALL ; 
AMERICAN’S | 
CONVENTION 
SPECIALISTS 


For authoritative answers — 
without obligation — to your 
convention questions, see Amer- 
ican’s group-travel experts. To 
insure the success of your con- 
vention, make American your 
official carrier. With more serv- 
ice to more key cities, American 
can meet your requirements 
better than any other airline. 
Contact your local American 
Airlines District Sales Office or 
write: Convention Manager, 
Passenger Sales Department, 
American Airlines, Inc., 100 
Park Avenue, New York 17, 
New York. 


AIRLINES 


Americas ing —Aurline 
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The perfect spot for your next D ¢ «¢ R ‘ 
group meeting...t CON_L 
5 om, 3 . ...Land of Discovery 


This is a beautiful country, full of fascinating things to see 
and do. Pleasantly warm all year 'round— your delegates can 
swim, fish and water ski at famous beaches—golf, watch horse 
races and polo— play in exciting casinos —see the Theater of 
Water and Light; the Columbus Castle, Tomb of Columbus; 
the first church, first monastery and first college in the 
Western Hemisphere. You can be sure your group will enjoy 
every minute in the Dominican Republic! 


FREEPORT SHOPPING English Cashmeres, French Perfumes, Swiss Watches, Cameras, Fine Jewelry, 
Danish Silver, Spode China, Liquor and other exciting imports at savings unsurpassed in the Caribbean! 
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One of the world’s most beautiful hotels...a vast 25-acre estate, resplendent in 


tropic beauty... where your group meeting is assured success. A wide selection 
e of meeting and banquet rooms is available...accommodating groups of 


from 18 to 550. The entire 310-room hotel is air-conditioned. Your delegates 
will enjoy the Supper Club with dancing and entertainment, the 
INTERCONTINENTAL gaming Casino, excellent Dining Room and Outdoor Terrace, Cocktail Lounge, 
CIUDAD TRUJILLO,D.R. Olympic Pool, and the hotel’s own 18-hole championship Golf Course. 


= : as 


a yt - 
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Your delegates will sense a wonderful spirit of friendliness the minute they 
arrive at this delightful seaside resort. Famed throughout the Caribbean, 
it is set in beautiful park-like grounds facing the ocean. 252 spacious guest 
rooms, many air-conditioned. Meeting and banquet rooms accommodate up to 
INTERCONTINENTAL 400 persons. Tastefully furnished Executive Cottages right on the grounds. 
CED EEA S8. Dining Room, Coffee Shop, Cocktail Lounge, Casino, Shops, Pool, Outdoor Patio 
for dining and dancing. A wonderful place for a wonderful group meeting! 


o 
‘me 


For information or reservations call any PAA office or 


TAL HOTELS 


Miami, Florida—FRanklin 1-6661 


SAN JUAN INTERCONTINENTAL, San Juan, Puerto Rico REFORMA INTERCONTINENTAL, Mexico City, Mexico HOTEL TEQUENDAMA, Bogoté, Colombia 
EMBAJADOR INTERCONTINENTAL, Ciudad Trujillo, D. R. HOTEL VICTORIA PLAZA, Montevideo, Uruguay HOTEL GRANDE, Belém, Paré, Brasil 

JARAGUA INTERCONTINENTAL, Ciudad Trujillo, D. R. HOTEL DEL LAGO, Maracaibo, Venezuela HOTEL CARRERA, Santiago, Chile 

CURACAO INTERCONTINENTAL, Curacao, N. A. HOTEL TAMANACO, Caracas, Venezuela OPENING SOON: 

VARADERO OASIS, Varadero Beach, Cuba EL SALVADOR INTERCONTINENTAL, El Salvador, C. A. EL PONCE INTERCONTINENTAL, Ponce, Puerto Rico 
HOTEL NACIONAL DE CUBA, Havana, Cuba EL PRADO INTERCONTINENTAL, Barranquilla, Colombia PHOENICIA INTERCONTINENTAL, Beirut, Lebanon 
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CONVENTION FACT SHEET 


Soiaclo 


INTE: — TINENTAL 


CIUDAD TRUJILLO, DOMINICAN REPUBLIC 


310 spacious guest rooms and suites that have been acclaimed among the 
most elegant and comfortable in the Caribbean. 


ACCOMMODATIONS All are air-conditioned and have private baths and balconies. 


FLOOR AREA 
: MEETINGS BANQUETS COCKTAILS DIMENSIONS (Sa. Ft.) 
MEETING Imperiale Salon 300 350 50’ x 74’ x 14’ 3700 
AND Embassy Room 250 63’ x 45’ x 10’ 2835 
Terrace 800 900 250’ x 30’ x 11’ 7500 
BANQUET Spanish Patio 500 38’ x 20’ 760 
ROOMS Penthouse Suite Two Outdoor Terraces accommodate 80 at dinner— 
Dining Room seats 18 at dinner—Living Room. 
Dining Room and Terrace serves 300 at cocktails and buffet. 


Embajador Bar and Cocktail Lounge—60 at tables—25 at bar 


CABANA CLUB 


& OTHER 
RECREATIONAL 
FACILITIES 


GOLF COURSE 


CASINO 


ABOUT 
THE DOMINICAN 
REPUBLIC 


Olympic Size Pool « 12 Cabanas « Poolside Dining Terrace « 
9-hole Putting Green « Outdoor Barbecues « Hospitality Suite. 


Championship 18-hole course—finest in the Caribbean— 
right on the hotel grounds. 


Casino Embajador—choice of roulette, craps, chemin 
de fer. Open seven days a week. 


Pleasantly warm all year ‘round. Famed for beautiful scenery. 
Delegates can swim, fish, water ski— watch horse 

races, soccer, polo (in season) see the Theater of Water 

and Light— visit Columbus Castle and many 


other historic points of interest. 


In the Dominican Republic you can buy English 

FREEPORT Cashmeres, French Perfumes, Swiss Watches, 
Cameras, Fine Jeweiry, Danish Silver, 

SHOPPING Spode China, Liquor, and other exciting imports 
at savings unsurpassed in the Caribbean! 


f For complete information or reservations 
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INTERCONTINENTAL HOTELS 


VW WW 
Chrysler Bidg., New York—STillwell 6-5858 * Roper Bidg., Miami, Fla.—-FRanklin 1-6661 or any PAA office 


SAN JUAN INTERCONTINENTAL, San Juan, Puerto Rico REFORMA INTERCONTINENTAL, Mexico City, Mexico EL SALVADOR INTERCONTINENTAL, El Salvador, C. A. 
EMBAJADOR INTERCONTINENTAL, Ciudad Trujillo, D. R. HOTEL VICTORIA PLAZA, Montevideo, Uruguay EL PRADO INTERCONTINENTAL, Barranquilla, Colombia 
JARAGUA INTERCONTINENTAL, Ciudad Trujillo, D. R. HOTEL DEL LAGO, Maracaibo, Venezuela HOTEL TEQUENDAMA, Bogot4, Colombia - 

CURACAO INTERCONTINENTAL, Curacao, N. A. HOTEL TAMANACO, Caracas, Venezuela 
VARADERO OASIS, Varadero Beach, Cuba HOTEL GRANDE, Belém, Paré, Brasil 
HOTEL NACIONAL DE CUBA, Havens, Cote uOrER, CARRERA, Santiago, Chile 
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OPENING SOON: 
EL PONCE INTERCONTINENTAL, Ponce, Puerto Rico 
PHOENICIA INTERCONTINENTAL, Beirut, Lebanon 


BI 


CONVENTION FACT SHEET 


GUEST 
ACCOMMODATIONS 


MEETINGS 
AND BANQUET 
ROOMS 


DINING 


POOL AND CABANA 
CLUB, OTHER 
RECREATIONAL 
FACILITIES 


CASINO 


ABOUT THE 
DOMINICAN 
REPUBLIC 


FREEPORT 
SHOPPING 


4 AVAGUuSe 


INTERCONTINENTAL 


CIUDAD TRUJILLO, DOMINICAN REPUBLIC 


252 attractive rooms, suites and cottages, beautifully decorated and appointed; 
each has radio, telephone, tub and shower. Many have 
private terraces. “Executive cottages” at poolside available. 


MEETINGS 
Roof Garden 625 480 
Bali Room 305 235 
P. A.A. Room 225 175 
Annex Tropic 250 195 


BANQUETS 


FLOOR AREA 
(Sq. Ft.) 
6000 
2940 
2160 
2400 


co 


COCKTAILS DIMENSIONS 
570 120’ x 50’ 
280 70’ x 42’ 
205 72’ x 30’ 
225 60’ x 40’ 


Cocktail Lounge; also drink service at poolside, and in open air patio. 


Starlit Outdoor Terrace overlooking pool and gardens; 
also formal dining room. Exce!lent cuisine, bi-lingual service, 


The Jaragua is located on 232 acres of the most beautifully landscaped tropical 
gardens in the Dominican Republic. Olympic pool for swimming, 

lounging, sunbathing. Tennis courts on hotel grounds; excellent golf course (18 holes) 
available at hotel Embajador Intercontinental. Fishing and 

boating arranged; horse races each Sunday, frequent polo matches. 


Casino Jaragua offers roulette and Black Jack, 


Open seven days a week. 


Excellent year ’round weather; average 77°. Magnificent scenery, many 
historic points of interest including Columbus’ Tomb; the magnificent 
castle built by Columbus’ son; and many Western Hemisphere “firsts” 
Entry to Republic for U.S. and Canadian citizens requires only a 
tourist card ($2.15); re-entry to U.S. requires smallpox 

vaccination certificate issued within past three years. 


Currency same denominations as U.S. and 
freely exchanged in all transactions. 
> 


English Cashmeres, French perfumes, Swiss 
watches, fine cameras and jewelry, Danish 
silver, Spode China, etc., are available in 
Dominican Republic at great savings. 
Visitors may carry $200 worth of duty-free 
purchases to U.S. after 48 hours. 


For complete information call 


- ~ » 


INTERCON TIN. NTAL HOTELS 
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Chrysler Bidg., New York—STillwell 6-5858 * Roper Bidg., Miami, Fla.—FRanklin 1-6661 or any PAA office 


SAN JUAN INTERCONTINENTAL, San Juan, Puerto Rico REFORMA INTERCONTINENTAL, Mexico City, Mexico 
EMBAJADOR INTERCONTINENTAL, Ciudad Trujillo, D. R. HOTEL VICTORIA PLAZA, Montevideo, Uruguay 
JARAGUA INTERCONTINENTAL, Ciudad Trujillo, D. R. HOTEL DEL LAGO, Maracaibo, Venezuela 
CURACAO INTERCONTINENTAL, Curacao, N. A. HOTEL TAMANACO, Caracas, Venezuela 
VARADERO OASIS, Varadero Beach, Cuba : HOTEL GRANDE, Belém, Para, Brazil 

| HOTEL NACIONAL QE CUBA, Havana, Cuba HOTEL, CARRERA, Santiago, Chile 


EL PRADO INTERCONTINENTAL, Barranquilla, Colombia 
HOTEL TEQUENDAMA, Bogoté, Colombia 

OPENING SOON: 
EL PONCE INTERCONTINENTAL, Ponce, Puerto Rico 
PHOENICIA INTERCONTINENTAL, Beirut, Lebanon 


EL SALVADOR INTERCONTINENTAL, El Salvador, C. A. | 
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Versatile new convention hall, the Moody 
Center, flanked on both sides by ex- 
cellent hotels, the Galvez and Buccaneer, 
. . . at the heart of Galveston’s beach, 
all three completely air conditioned. 


The Convention Center. New standards are-set by the 
Moody Convention Center. Every desirable facility has 
been tested and provided to assure maximum efficiency. 


Exhibit Hall. 31,000 sq. ft., divisible by folding walls. 200 
booths. Auto entrance from street. All utilities, 2,500 sq. ft. 
lobby and vestibule, check room, drug stores. 


Auditorium. 19,480 sq. ft., 5 level terraced. Divisible by 
folding walls. Capacity: meetings — 3,500, banquets — 
2,500. 50 exhibit booths. 90’ x 50’ stage: scenery loft, 7 
dressing rooms, theatrical lighting, auto and loading ramp 
from street. 6 meeting rooms. 4,900 sq. ft. dance floor. 
Two way escalators. Closed circuit TV, big screen projec- 
tion, broadcast facilities, projector, public address and 
tape recorder. Kitchen adjoins auditorium for quick food 
service 


Hotel Accommodations. Immediately next to the Moody 
Center, the Buccaneer and Galvez Hotels provide excellent 
accommodations ior up to 1,200 delegates. Both hotels 
have been rehabilitated and refurnished. Completely air 
conditioned, TV and radios, exceptional food and service 
are standard features. The Galvez swimming pool is 
available to guests of both hotels. Total housing on Island 
for up to 3,000 delegates. 


Factual File Folder. Comprehensive 
file folder giving all details, floor plans, 
etc. of both hotels and the Convention 
Center gladly sent upon request. Write 
to Convention Dept., Affiliated National 
Hotels, P. O. Box 59, Galveston, Texas 
or call Galveston 5-8536. 


TEXAS: Austin — the Stephen F. Austin: ALABAMA: Mobile—the Admiral Semmes; 
Brownwood—the Brownwood; Dallas—the ~ Sad £ Birmingham — the Thomas Jefferson. 
Baker and the Travis; El Paso — the pee gi . c. : the gy nae 
Cortez; Galveston — the Buccaneer, Gal- RADIOS—TELEVISION IND : Indianapolis — the Claypool. 

- - apr aggemiclcrenty LOUISIANA: New Orleans — the Jung and 
vez, Seaherse, Jean Lafitte and Coro- COMPLETELY AIR CONDITIONED the De Soto. WEBRASKA: Omaha — the 
nado Courts; Laredga—the Plaza; Lubbock é, Free Inter Hotel Teletype 


: Paxton. NEW MEXICO: Clevis—rhe Clovis. 
— the Lubbock; Marlin — the Falls; San Reservation Service 


A : SOUTH CAROLINA: Columbia — the Wade 
; : 940 hington . . EXecutive 3-6481 : 
Angelo — the Cactus: San Antonio — the OFFICES: New York . | Clrcle 7c eh ian’... PRospect 1-7827 Hampton. VIRGINIA: Mountain Lake — 
Menger and the Angeles Courts. Mexico City . . . 46-98-92 Galveston . . SOQuthfield 5-8536 the Mountain Lake; the Monticello. 
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| Facilities. Roundup 


New Facilities Being 


Built for Conventions 


[nl NNUNLNVOE LAAN LUA 


SEATTLE 

New $l-million Towne Motel is 
open. Four-story building features, a 
drive-in lobby, 100 bedrooms, res- 
taurant, cocktail lounge and a ban- 
quet room. 


MIAMI BEACH 


Saxony Hotel, scheduled for re- 
opening in October, is adding 400 
new rooms and suites, new solariums, 
meetings rooms and 10,000 feet of 
additional exhibit space. 


SANTA BARBARA, CAL. 


Miramar Hotel adds two new 
meeting rooms and a new lobby cor- 
ridor, announces W. P. Gawzner, 
manager. Montecito room accommo- 
dates 185 for banquets and 200 for 
meetings. Lobby is designed to be 
used for an assembly area. 


SANTA MONICA, CAL. 


Miramar Hotel is scheduled to add 
a new l1l-story wing, according to 
Massaglia Hotels, operators. Wing 
will double hotel capacity and add a 
banquet room for 1,000. Expansion 
program will cost $3.5 million. 


OAKLAND, CAL. 


Hotel Claremont will embark on 
a $2-million expansion program in the 
near future, announces Murray Lehr, 
managing director. Included in the 
plans is an eight-story building hous- 
ing 85 hotel apartments, cabana club, 
swimming pool, skating rink and a 
heated patio. Parking area will be 
increased also. 


DENVER 


New $2.5 million Continental 
Denver Hotel features 180 rooms, 
plus meeting and banquet rooms. 
Completely air-conditioned hotel has 
a special paging system to reach key 
employees via lapel receiving sets. 
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Mayflower sets 
them up...and 
takes ‘em down! 


One... to 
get ready! 


Two... for 
the show! 


Mayflower Care Saves Costs, 
Gets Your Routed Exhibits 
In Safely... And On Time! 


Find out more about this worry-free way to handle your 
next “routed” exhibit move. It will be planned to your 
requirements. Only a veteran MAYFLOWER driver is selected 
... thoroughly trained in proper care of complete exhibits 
. +. expert in meeting over-the-road schedules... resourceful 
enough to cope with any specialized display moving prob- 
lem. Your local MAYFLOWER agent knows the least expen- 
sive way to set it up. Planning ahead saves money, too, so 
why not call him now! 


Ask for “17 Reasons Why” —a practical exhibit guide. 


AERO MAYFLOWER TRANSIT CO., INC. * INDIANAPOLIS, IND. 


Mayflower 


WORLD-WIDE MOVERS 


A Distinguished 
New Setting for 
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OPENING NOVEMBER 1958 
400 Acres of Resort Elegance Unsurpassed in All the World 


Every facility for meetings from 10 to 1,000.. 
8 meeting rooms or combinations...550 Luxurious 
Guest Rooms...Tournament Golf Course 
Championship Tennis Club...1,000 feet of 
Private Beach...Cabana Club...Yacht Basin 
Garage for underground parking...Incomparable 
cuisine for banquets or dining ‘round the clock 
Magnificent gardens...additional informality 
with individual, private parking at Diplomat 
West...2 coffee shops...3 swimming pools 
supper club with entertainment by top names 
in show business...shopping plaza located 

in an undisturbed 400 acre estate-setting — 
but just minutes from thoroughbred and 
greyhound racing...Jai Alai...and deep sea 


fishing in the blue waters of the Atlantic. 


Write now for more information: 
tRVING TILLIS GEORGE E. FOX 
Director of Sales Managing Director 


World Capital of Distinguished Resort Luxury 


J JIPLOMAT 


HOTEL and COUNTRY CLUB 


Your Convention 


SPECIAL 
FACILITIES 


Audio Equipment 
Blackboards 
Broadcast Equip- 
ment and Facilities 
Display Panels 
Easels 

Exhibit Booths 
Flags 

Lecterns 

Lighting Equipment 
Print Shop 
Projectors 
Recorders 
Record Players 
Service Crew 
Screens 

Tables 

Barber Shop 
Beauty Salon 
Cabanas 
Shopping 
Promenade 
Solaria (Men and 
Women's) 
Special Service 
Manager 

Steam Rooms 
Valet Shop 


Chicago Office: 
Contact: Joe Daniels 
Leonard Hicks, Jr., Inc. 

505 North Michigan Avenue 
Chicago 11, illinois 


© Phone: MOhawk 4-5100 Teletype: (6 1264 


Washington Office: 

Contact: Warren Ericksen 

Leonard Hicks, Jr. & Associates, Inc. 

1145 — 19th St. WLW. 

Washington 5, D.C. 

Phone: EXecutive 3-6481 Teletype: WA 279 


New York Office: 

Contact: Hugh Stevens 

Leonard Hicks, Jr. & Associates, Inc. 
65 West 54th Street 

New York 19, New York 

Phone Circle 7-6940 Teletype: NY 1-425 
Cleveland Office: 

Contact: Warren Lewis 

Leonard Hicks, Jr. & Associates 

Hotel Cleveland : 
Cleveland 13, Ohio _ ee 


a 


ON THE OCEAN, HOLLYWOOD BEACH, FLORI 
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FACILITIES ROUNDUP 


continued 


BILOXI, MISS. 


Million-dollar, 84-room motel ad- 
dition to the Buena Vista Hotel is 
open offering increased convention 
facilities, says General Manager Jim- 
mie Love. New banquet room seats 
1,700. 


SAN SALVADOR 


El Salvador Intercontinental, larg- 
est hotel in Central America, is now 
open, announces Peter Grimm, presi- 
dent, Intercontinental Hotels. Eight- 

7, 204-r hotel was built ; 
story, 204-room hotel was built at 
total cost of $3.2 million. 


HOT SPRINGS, VA. 

Extensive building and redecorat- 
ing project at the Homestead and 
Cascades Inn is now complete, an- 
nounces General Manager Thomas J. 
Lennon. Program added a meeting 
and banquet room for 600, new lobby 
area, an outdoor terrace and two new 
shops at a cost of $800,000. New ad- 
dition to the Cascades Inn now un- 
derway will add 20 units and a 
swimming pool. 


SALT LAKE CITY 


First 74 units of new $3-million 
Hotcl Utah Motor Lodge are com- 
pleted, announces Managing Director 
Max C. Carpenter. Lodge features 
complete convention facilities includ- 
ing auditorium for 1,500, adjoining 
exhibit hall, two meeting rooms and 
a storage area. Auditorium has hi- 
fidelity PA system and permanent 
stage. Exhibit area, 315 ft. by 40 fe., 
can be divided into six separate areas, 
each with its own PA system, lighting 
controls and air conditioning control. 
Additional 76 units are underway 
with completion expected in mid- 
summer. 


CARACAS, VENEZUELA 


Construction of new, 500-room 
Caracas Hilton is expected to get 
underway in 1959, announces Conrad 
N. Hilton. Hotel, part of a $20- 
million development, will feature a 
swimming pool, restaurants and bars, 
and a banquet hall for 800, plus meet- 
ing rooms. 


BURLINGTON, VT. 


New, $1-million hotel is in the 
planning stage. Plans call for a horse- 
shoe shaped building, housing 100 
rooms, restaurant and _ ballroom. 
Hotel would be operated by Hotel 
Corp. of America. 
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‘those ed fellers 


really know how to 
handle exhibits!’’ 


[k 
“Yep, I’ve watched thousands of exhibits come and 
go through that door. Been some real “humdingers,” 
too, that must have cost a mint of money. But 
regardless of their cost... plain or fancy, large 
or small... I’ve noticed the United folks give 
that little extra care to every shipment. Must be a 
comfort for any company to know their exhibit 
is in good hands.” 
A comfort... yes. But NOT a luxury. 
More companies every day find that shipping 
their exhibits—uncrated—via United, is the safe, 
economical, “on-time” way to put their show 
on the road. 
Ask your nearby United Van Lines’ Agent 
for complete details. He’s listed under “MOVERS” 
in the Yellow Pages. 


THE BIG NEW NAME ON THE CONVENTION HORIZON 


MIAMI BEACH'S LARGEST HOTEL 


OUR PREMIERE SEASON 
Completely Air Conditioned 


620 elegant rooms, suites and lanai suites 

15 meeting rooms — specifically designed for conventions and sales meetings 
Amphitheatre Convention Hall seats 1,200 « Banquet accommodations 1,000 
Other rooms with capacities of 1,200 - 600 - 350 - 200 - 100 

4 dining rooms featuring menus of international flavor « Many smaller rooms 
for committees - press - headquarters 


Every modern meeting device — finest acoustics — complete audio and visual 
equipment — day-long comfort chairs — giant stage in convention hall — 

exhibit space — closed circuit TV. 

Professional sales staff highly experienced in servicing conventions and sales meetings. 


Enjoyment and relaxation facilities include: 750-foot private beach — 
2 swimming pools — magnificent night club — palatial cabana club — 
21” TV and circulating ice water in every room — extensive sports area. 


Mr. Sales Manager: 
Special for you . . . write now for the Carillon Incentive Plan . . . A complete 
service from kick-off to pay-off. 


Write—wire—or call Ben P. Gould, V.P., Sales for complete 
“Carillon Convention Story”. Choice dates available. Phone Miami: UNion 5-7561. 
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Ben P. Gould, V.P., Sales 
OCEANFRONT — 68th to 69th STREETS, MIAMI BEACH 41, FLORIDA 
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Let United help crowd 
your nex? convention 
fhese five ways 


United's route covers 80 cities coast to coast, many popular 
convention centers—even offers direct service to Hawaii. 


United's luxury Red Carpet* flights pamper your mem- 


bers, make travel a treat they look forward to! UNITED 
United’s low-fare CUSTOM COACH Service brings out 


the crowds with budget fares that include delicious hot 
meals, DC-7 speed, and “stretch-out” comfort. 


United's all-radar-equipped fleet means smooth, depend- rs 
able flights, more on-time arrivals. 


—_ eo ; : P.S. Two other United services for 
United's service is personalized for your members’ benefit, the convention planner: 


includes travel planning for them, and promotional aids for 


—reserved air freight guarantees space 
you to help spark attendance. 


for shipping all your convention ma- 
Full details on United’s convention service is yours for the terial economically. 

asking. Call your nearest United office. Or write M. M. —post-convention tours at low prices are 
Mathews, Mgr. of Convention Sales, United Air Lines, available to popular vacation spots 
36 S. Wabash, Chicago 3. from New England to Hawaii. 


*Red Carpet is a service mark owned and used by United Air Lines, Inc. 
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In 


Washington, every Convention or 
ne show hecomes a 
Bh significant event! 


You can move your convention or show even 
beyond the importance of one industry, city or 
country . . . into the focal point of the entire 
world! 


In Washington, D. C.... you can reach and 
influence the world’s most important people: 
the highest government officials and agen- 
cies . . . lawmakers . . . the largest press 
corps . . . diplomats and purchasing agents 
of every land. You can see and sell the most 
powerful, concentrated market in the world! 


No other city in the world offers the prestige 
... press coverage and pleasure of Washing- 
ton. The city abounds in beauty, in magnifi- 
cent accommodations, in: things to do and see. 
You can be a part of the city where today’s 
news becomes tomorrow’s history! 


AND — NO OTHER CITY IN THE WORLD OFFERS 
THE D. C. GUARD ARMORY ... a showplace worthy 
of the world’s capital . . . and your convention. 


@ Largest—136,000 sq. ft. of exhibit space. 

@ Most convenient—minutes from Capitol Hill, finest hotels, 
business, direct transportation routes. 
Most complete—fully equipped, ultra-modern facilities. 
Expert convention staff. 
Catering and restaurant service. 
Drive-in facilities. 
1,500 car parking area. 


FOR FREE COLORFUL BROCHURE, and further information, 
the SHOWPLACE of The Nation's Capital eee write Arthur J. Bergman, Manager 


NATIONAL GUARD ARMORY 


2001 EAST CAPITOL STREET @ WASHINGTON 3, D. C. 


) 
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INCENTIVE 
MEETING, SHOW NEWS AND 


Internal Revenue Service recently turned 
thumbs down on a tax exemption for a merchandise 
show staged for retailers with the public excluded. 
IRS held that show was held for the convenience of 
businessmen, not to promote business in general— TR AVEL 
@ requirement for tax exemption of orem 

Mechanics Building in Boston w e tely 
be raze n December despite recent reports that 
building would be available for trade shows for at 
least four years. Loss of the building leaves Boston 
without a building for trade shows or conventions. 
City fathers reckon move has already cost the city 
$6 million in convention revenues. Plans for a new 
civic auditorium to fill the void are still in talk- 
ing stage. 

National Assn. of Broadcasters has backed away 
from its ruling outlawing program suppliers at its 
1959 convention in Chicago. Suppliers, who mer- 
chandise TV and radio "packages" will be able to 
register and maintain hospitality suites. 

Original ruling, passed after a poll of NAB 
membership would have confined program supplier 
exhibits to the association's eight regional con- 
ferences, NAB directors contended exhibits caused 
too many diversions at the convention. Suppliers, NEN v2 IGLAND 
who pay fees as high as $1,200 in NAB dues, fought 
for admission to the national meeting. Visitors ME —_ 
to NAB's West Coast convention reported supplier coat 
exhibits as popular as ever—despite fact that 
members had just voted to oust exhibits by a 30-to-l 
margin. 

NAB board also announced its Chicago confab will 
run only three days, with many sessions closed to all 
but station managers and owners. 

National Retail Lumber Dealers Assn. is offer- 
ing a special package to members attending its 
Building Products Exposition in Chicago in Novem- 
ber. Deal, worked out in conjunction with the Conrad 
Hilton, offers a complete package, including show 
registration, hotel room, special meal, entertain- 
ment—plus flowers for the ladies, champagne, 
Sunday breakfast in bed, and an evening of dinner, 
dancing and entertainment. Package is available for 


either five days and four nights or for three days 
and two nights. Northeast serves most of the 


International Soft Drink Indust sition resort areas and convention 
slated for Atlantic City, November ao will oa: 


accept exhibits of all types of vending machines. cities on the East Coast... 

aoe sponsored by American me arn of Carbonated including Montreal, the New 
everages, was limited to equipment, supplies and 

materials used by bottlers until 1956 when pre-mix England states and Cape Cod, 

machines were admitted. "During the intervening New York, Philadelphia, 

on op =] Robert ee ocala — | Washington, D.C., Miami and 
exposition committee, "many bottlers have expresse : 

interest in machines vending post-mixed soft Tampa. Write or wire Traffic 

drinks, coffee, and other products which they dis- and Sales Department 1700 

tribute as an incident to their begins. business." “K” Street, N.W., Washington, 


Hey is - Lanning a World’ r for 1961 to 
ooiebeate rate 100th anniversary o u ounding of the D.C. for full details. 


Italian state. Fair would be held in Turin, country's 
cea WORTHEAST 
(Continued on page 23) ; ee 


AIRLINES 


pe si de “3 2 oy is jor ial 2 ee i ga eS pe a = ip 
i BI. BEES. i MRS See oe Vee aD aes ede. site One of the nation’s first airlines . 
now in its 25th year. 
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THE MACDONALD—480 Rooms—Edmonton, Alberta 


CANADA’S CONVENTION HOST 
FROM COAST TO COAST! 


MIX YOUR BUSINESS WITH FUN AT A MODERN CANADIAN NATIONAL CONVENTION HOTEL! 


Make your next convention the most successful 
you've ever had... hold it in Canada at one of these 
magnificent CNR Hotels! They’re especially “‘con- 
vention-conditioned” to give you unsurpassed facil- 
ities, accommodations and service. And you’ll find 
that Canada offers the very best in sports, entertain- 
ment, scenery and sightseeing. In addition, Canadian 
NATIONAL Railways gives you two important 
extras: 


TOPS IN TRAVEL SERVICE—the advice and assist- 
ance of friendly travel experts is available to delegates 
at Canadian National Railways Offices conveniently 
located in principal cities of the United States and 
Canada. Interesting pre-convention and post-conven- 
tion MAPLE LEAF ‘PACKAGE TOURS’ are 
available. 


CONVENTION PLANNING SERVICE — Canadian 
NATIONAL’s Convention Bureau has the know-how 
and experience to assist you in all your particular 
convention problems. For complete information, 
write: A. P. Lait, Manager, Convention Bureau, 
Canadian NATIONAL Railways, Montreal, Quebec, 
Canada. 


CHATEAU LAURIER—550 rooms—Ottawa, Ontario . . . One of the 
world’s finest hotels, located in the heart of Canada's capital. 
THE QUEEN ELIZABETH | 1216 rooms—Montreal, Quebec 

Fully air-conditioned ... A CNR Hotel operated 
LE REINE ELIZABETH S py Hilton of Canada Ltd. 
JASPER PARK LODGE—650 guests—Jasper National Park, Alberta .. 
Open during summer season. Showplace of the Canadian Rockies. Un- 
excelled convention, sport and recreational facilities. 
HOTEL VANCOUVER—560 rooms—Vancouver, British Columbia .. . 
Canada’s West Coast Metropolis and convention headquarters. Under 
joint management of Canadian National Railways and Canadian Pacific 
Railway Company. 
THE MACDONALD—480 rooms—Edmonton, Alberta . . 
new 15-storey wing. Expanded convention facilities. 
THE BESSBOROUGH—260 rooms —Saskatoon, Saskatchewan, especially 
designed and equipped for all convention requirements. 
THE FORT GARRY —265 rooms— Winnipeg, Manitoba . .. in the “Chicago 
of Canada” and splendidly equipped to handle all business and social 
functions. 
THE NOVA SCOTIAN—150 rooms—Halifax, Nova Scotia . . . Over- 
looking historic Halifax harbour, this modern hotel ranks among Canada's 
best. 
THE CHARLOTTETOWN—110 rooms—Charlottetown, Prince Edward 
Island ... the “Garden Province” of Canada. Famed seafood cuisine. 
NEWFOUNDLAND HOTEL—140 rooms—St. John's, Newfoundland . . 
Centrally located in the capital city of the Province of Newfoundland. 


- A sparkling 


YOUR FUN STARTS THE MINUTE YOU BOARD... 
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Meeting, Show News continued 


Increasing demand for exhibit space at National 
Plastics Exposition has forced show management to 
up the number of exhibit booths available, says 
John J. Bachner, exposition committee chairman. 
Show, scheduled for Chicago's International Amphi- 
theatre, November 17-21, has 187 exhibitors signed 
already and expects more. 


Turnabout in New York City this summer has a 
sports show at Ebbetts Field and "pops" concerts at 
the Coliseum. Coliseum concerts will run from Aug. 
7 to Sept. 1. Ebbetts Field sports show, Aug. 27- 
Sept. 7, will combine a winter sports carnival with 
a demonstration-exhibition of sporting equipment. 


Registration fees do not drag down attendance, 
figures of the AMA's 27th National Packaging Show 
indicate. Attendance for the five-day show at New 
York's Coliseum, topped all records despite a $2 
registration fee. Total of 35,000 visitors were 
reported, 


William Hunt Eisenman, secretary and a founder 
member of American Society for Metals died recently 
following a heart attack. Mr. Eiseman was managing 
director, National Metal Exposition and Congress. 


Exhibit and display industry occupied the spot- 
light on NBC-Monitor radio program recently. Pro- 
gram, one of a series called "American on the Go," 
traced the history of the industry and the evolution 
of exhibit techniques. Sponsor is North American 
Van Lines. 


National Business Show, New York Coliseum, 
October 2-24, will feature a full size replica of a 
"typical 1908 street scene and business establish- 
ment," to celebrate show's 50th anniversary. Gen- 
eral Motors will contribute a 1908 Oldsmobile to be 
included in the exhibit. Show will cover the 
Coliseum with a total of more than 350 exhibits. 


Weld S. Maybee, director, Detroit Civic Center, 
has resigned to go into private business. Maybee was 
director of the Center since 1953 and headed 
Veterans’ Memorial Hall, Henry and Edsel Ford Audi- 
torium and the Convention Hall and Exhibits Build- 
ing, now under construction. 


James C. Wood has been appointed general man- 
ager, Memphis Convention Bureau. Wood was formerly 
with the Miami Beach Convention Bureau. 


Institute of Radio Engineers had to rescind its 
directive eliminating publishers’ exhibits from 
IRE's annual show at New York's Coliseum next March, 
when publishers protested. IRE, pressed for exhibit 
space, banned the 14 exhibit booths normally used 
by 11 publishers. IRE offered publishers use of the 
press room instead. One irate publisher called IRE's 
action "a curtailment of freedom of the press." 
Publishers argued seniority—and won. 


American Society of Association Executives will 
have exhibits at its annual convention, Oct. 20-22, 
Boca Raton, Fla. Rules on admission of vendors are 
to be drawn up. In addition to exhibit plans, ASAE's 
board of directors authorized four or five regional 
meetings — Texas and West Coast to get special 
preference. 
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INCOMPARABLE 
CONVENTION 
AND SHOW 
CENTERS 
IN THE SOUTH 


Central Locations 

Flexible meeting space 

Heavy duty facilities 

Visual and acoustical devices 
Excellent banquet facilities 
Guest rooms — modern decor. TV 
Hotels 100% air-conditioned 
Ample garage facilities 

Superb restaurants 
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DINKLER PLAZA 
ATLANTA, GA. 
Meetings * 25 to 2000 
Banquets «+ to 1500 
Guest Rooms « 600 


—TUTWILER 
BIRMINGHAM, ALA. 
Meetings « 25 to 1800 
Banquets « to 1300 
Guest Rooms « 450 
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DINKLER— JEFFERSON DAVIS 
MONTGOMERY, ALA. 
Meetings « 15 to 350 
Banquets « to 275 
Guest Rooms « 250 


DINKLER—ANDREW JACKSON 
NASHVILLE, TENN. 
Meetings *« 40 to 400 
Banquets « to 350 
Guest Rooms « 400 


ST. CHARLES 
NEW ORLEANS, LA. 
Meetings * 12 to 900 
Banquets « to 700 
Guest Rooms « 500 


WRITE SALES MANAGER 
AT THE HOTEL OF YOUR CHOICE 
FOR COMPLETE CONVENTION BROCHURE. 


DINKLER HOTELS 


CARLING DINKLER, SR., President 


| CARLING 9INKLER, JR., Exec. V. P. & Gen. Mgr. 
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WISE GAVEL... 


that hits the board, 

that stands on the lectern, 

which faces the crowds, that attend the speaker, 
who can be seen on closed TV 

in thirty rooms, both large and small, 

which create the nation’s largest space* 
available in portion or package 

to mammoth convention or intimate group... 
but is yet just a part 


of the Wonderworld called 


ericana 


THE HOTEL OF THE AMERICAS 


A TISCH HOTEL +» CHARLES CRADDOCK, Gen. Mgr. * OCEANFRONT, 96th TO 98th STREETS + BAL HARSCUR, MIAMI BEACH, FLORIDA 


atin 
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AS THE EDITORS SEE IT 


cr 


on Convention 


When you attend national association conventions 
you are spending less time than you did about 10 
years ago but are spending more money. 

International Association of Convention Bureaus 
has just released results of its survey of delegate 
spending which covers the year 1957. Its study used 
a sample of 580 convention groups. A mailing was 
made to every sixth out-of-town delegate to these 
conventions and a return of 33.3% was scored. This 
represented 8.66% of total attendance of the 580 
conventions. 

What did the survey show? As a conven- 
tion delegate last year, you spent $30.89 a 
day in the convention city. This is up from 
$24 a day you spent in 1948. These figures 
are based on all conventions—national, re- 
gional and state. Figures for national con- 
ventions are a little higher than those for 
regional and state groups. 

According to the survey, as an average convention 
delegate you spent about four and a half hours less 
at national conventions in 1957 than you did in 
1948. At state and regional conventions, however, 
you spent about four hours and 12 minutes more. 

This seems to bear out the growing im- 
portance of many state and regional conven- 
tions. Back in 1948 you spent less than three 
days at state or regional association conven- 
tions whereas you now spend more than three 
days. 

As an average convention delegate you are now 
spending 36 cents more a day on beverages than 
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Delegates 


you did at conventions in 1948. As a percentage 
of your total spending at a convention site, however, 
slightly less of your spending is going toward liquor 
than it did before. 

Statistics indicate your family may welcome you 
back from a national convention with more enthusi- 
asm than upon your return from a state or regional 
conclave. You now spend more in retail shopping 
during national conventions than before and less at 
state conventions. Your purchases average $18.96 
at national conventions and only $16.41 at other 
conventions. 

You are doing much more flying to con- 
ventions. Planes are now the favored trans- 
portation to national conventions. Study shows 
that 44.5% flew to national conclaves in 1957. 
(Figure for 1948, 15.64%.) Both cars and 
trains have dropped as mode of transporta- 
tion for national delegates. (Only 26.31% 
came by train and 28.49% drove their cars.) 

Big surprise is the use of plane travel to state 
and regional conventions—at the expense of trains. 
In 1957, 18.41% of conventioneers at state or 
regional conventions arrived by plane while only 
14.7% used the train. In 1948 it was 5.75% came 
by air and 25.49% took a train. 

It may not come as a surprise to you, but 
as a conventioneer you have not changed 
your spending habits. While you are putting 
out more cash because of inflated dollars dur- 
ing the past decade, your percentage of ex- 
penditure for particular items has varied 
little. 


Attendance Not Down—But Up! 


Rumor had been rife recently that con- 
vention attendance throughout the country 
was slipping badly as the recession made its 
presence known. When statements reached 
us indicating that some meetings were off as 
much as a third in attendance, we made a 
swift survey. Our field staff turned up this 
fact: Convention attendance is not down but 
up! 

We now have corroboration of our findings. In- 
ternational Association of Convention Bureaus 
checked convention attendance during the past six 
months in 21 cities. Its study covered 271 con- 
ventions. 


IACB findings: 189 conventions or 71% of 


those studied showed an increased attend- 
ance, while 82, or 29% showed a decrease. 
Says the IACB report: “A majority of those 
showing a decrease were state or regional 
groups, while national gatherings generally 
showed increases.” 

This statement does not seem consistent with the 
larger role of localized meetings. What our findings 
indicate are that while state and regional groups are 
more important than ever before, unless planners 
of these meetings produce a better product, atten- 
dance will not hold up. Since national meetings 
generally have more resources and more professional 
help, they usually can produce rewarding sessions 
and attract growing attendances. 
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it was our decision to make first...and so we worked 
with top designers, planners and architects toward the construc- 
tion of the World’s most fabulous Convention-Resort Hotel. 


The result is a magnificent tribute to the importance 
and stature of Convention business in the hotel field... $20,000,000 
of matchless accommodations, public rooms, meeting and exhi- 
bition space... the most complete, most spacious convention 


facilities ever offered under one roof! “UNMaATcC ™ 
F N 
The statistics about the DEAUVILLE are startling*... ACILITIES s nh thang 
the staff—the finest in the field—selected on the basis of their ACATION PLEAS ULous 
successful convention experience... the service personnel that Mammoth Auditoriy —e 
will supervise your personal comfort and entertainment has feet—Seating 3,500 person oO square 
been hand-picked .. . bition om ™Odations for 200 
rea * Exhi- 
So, in the final summation, the prime consideration is hydraulic lift for }sduare fects Special 
the DEAUVILLE’s deliberate concentration on conventions Other Meeting Ninsaeg exhibits e 12 
... our planning, our facilities, our staff—all dedicated and Press and Work "vate Committee, 
Projectioneered for your Convention! fully €xperienced sta now” 
ss €ach with 2] V 600 guest ; 
Now, in your Moment of Decision—won’t you pause ater © 50 palatial) suit radio, ice 
long enough to write to us for complete information, floor plans, Pools « 2 blocks nr; ve * 2 swimmin 
al data? 9-hole sh Private Ocean be 
special data? No matter how large or small your group, nor how Skat Snort golf course I ach 
budgeted, your convention belongs at the DEAUVILLE... ae Rink © 4 festive gj Ndoor Ice 
and after you have studied our detailed Convention Brochure, dazzling night clubs po entem 


entertainers « Pleas * Big-name 


we know your decision will b—DEAUVILLE! 


Write, wire or phone 


DICK ELTERMAN 
Director of Sales 


Re ae 


ON THE OCEAN AT 67th STREET - MIAMI BEACH, FLORIDA 
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SHERATON HALL 


Largest ballroom in Washington's largest hotel 


Foster H. 


Gurney, General Manager 


Every detail of the Sheraton-Park Hotel contributes to the one big effect you 
want ... a successful, stimulating, result-getting sales meeting or banquet! 

Sheraton Hall, the Sheraten-Park’s new ballroom, can accommodate 2,000 
for dinner or 3,000 for a meeting. The acoustics are perfect, closed circuit TV 
facilities are available, and there are 16,000 sq. ft. of exhibit space directly 
below the ballroom connected by an escalator. Seven additional function rooms 
accommodate from 50 to 400 people. 

Between meetings, your members can enjoy all the relaxing pleasures of a 
resort hotel. The Sheraton-Park’s 16 landscaped acres include an outdoor 
swimming pool, four tennis courts and a private train to take your guests 
around the grounds. Ali 1,200 rooms are air conditioned and have radio and TV. 
Three fine restaurants offer excellent dining at reasonable prices . . . there are 
also two delightful cocktail lounges for meeting and entertaining your associ- 
ates. And you and your members are only ten minutes from the heart of the 
nation’s Capital, in downtown Washington. 

The Sheraton-Park has years of experience in producing successful conven- 
tions. You can count on efficient service and excellent facilities! 


¢ Lewis M. Sherer, Jr., Sales Manager © Phone: Columbia 5-2000 ¢ Teletype No. WA-75 


SHERATON-PARK HOTEL °° (Owner oe 
4 WASHINGTON, D.c 
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9 MADRID, spain 


9 CHIHUAHUA, MEXICO 


Gillon Key 


SAN Sta a TEXAS 


SUCCESSFUL 
CONVENTIONS 


are a 


There is nothing finer in the world of convention 
facilities than those you will find in Hilton Hotels. 
For complete information on accommodations, 
contact Sales Manager of any Hilton Hotel, or: 
Richard L. Collison, Assistant Vice President 
and General Sales Manager, Hilton Hotels, 
Palmer House, Chicago 90. 

John B. O'Connor, Sales Manager, Eastern 
Division, The Statler Hilton, New York 1 
Arne C. Schey, Sales Manager, Central Division, 
Palmer House, Chicago 90. 

Roy A. Lake, Sales Manager Western Division, 
Ihe Statler Hilton, Dallas, Texas. 


RESERVATION OFFICES 


New York: 401 Seventh Ave.—Tel. LOngacre 3-6900 
CuicaGo: Palmer House — Tel. Financial 6-2772 
PITTSBURGH: Gateway Center — Tel. COurt 1-5600 
San Francisco: 100 Bush St. — Tel. YUkon 6-0576 
MiaMI: Dupont Plaza Center — Tel. FR 9-3427 
TorONTO: 12! Richmond St., W.—Tel. EMpire 2-3771 


Hilton Hotels Under Construction in West 
Berlin, Cairo and Pittsburgh 


Conrad N. Hilton, President 


Executive Offices * The Conrad Hilton «Chicago 5, III. 


SALES MEETINGS/Part 


Ft 4 THe 
Meer mappeyf 


PANAMA 


TH et. 
Days te: CP? 
Fig 7 ae 


DAYTON, OHIO 


fall, felon 


NEW YORK ° BUFFALO 

. ON 

WASHINGTON, p.Cc. peep 
HARTFORD * CLEVELA 

peTROIT * ST. routs 


Los ANGELES ° DALLAS 


< Ka 


Glin 


hel 
Y cL PASO, TEXAS 
: a 4 ana 
I oon 
9 ait CUBA 


0 CINCINNATI, OHIO 


SALES MANAGEMENT 


ACCEPTING BOOKINGS FOR 1958 anv 1959 


HOTEL 


All JUAN 


INTERCONTINENTAL 


SAN JUAN, PUERTO RICO 


ee 


CONVENTION FACT SHEET 


aa Air-conditioned guest rooms and suites. Large picture 
ACCOMMODATIONS ont } windows overlooking the Caribbean or the mountains 


of Puerto Rico. Private balconies. 


MEETINGS BANQUETS DIMENSIONS FLOOR AREA (Sa. Ft.) 
- Po Main Banquet Room 1500 1000 70’ x 162°8” 11,387 
MEETING "| Banquet Room % open 1125 750 70’ x 121'6" 8,505 
Bt Banquet Room 2 open 750 500 70’x 81'4" 5,693 
AND aN ss. Ceither half) 
BANQUET i ol Banquet Room % open 375 250 70’ x 40'6" 2,835 
ROOMS Se Reception Room “A” 158 32’ x 37’ 1,184 (irregular) 
Reception Room “B” 95 23’ x 31’ 713 (irregular) 
Rooms A & B combined 326 32’ x 68’ (8' x 34’) 2,448 (irregular) 


CAPACITY 
i Tropicoro Night Club (Supper Club) 302 
RESTAURANTS Cofresi Bar a? 59 at tables—22 at bar 
BS El Chico Bar (adjoining Tropicoro) 60 at tables—18 at bar 
————- my 6 « Sentiamén Coffee Shop 155 inside—154 on Patio 


Pavillon Room 44 at tabies 


POOL @& ney 
CABANA CLUB ate Pool Dimensions—105’ x 43’ Cabanas Poolside Dining Terrace 


CASINO re, Gaming Casino San Juan (adjoining Tropicoro Night Club) 


Springlike weather year ‘round. No passports, 
ABOUT inoculations or visas needed. No customs 
PUERTO RICO declaration necessary. Money and postal service 
} same as U.S. Most residents speak English. 


HOTEL TEQUENDAMA, Bogoté, Colombia 
EL PRADO INTERCONTINENTAL, Barranquilla, Colombia 
EL SALVADOR INTERCONTINENTAL, Ei Salvador, C. A. 
See SOON: 
-RCON Poeiut. Puerto Rico 
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PUT ALL YOUR 
EXHIBITS ON 


Y 


FLOO 


PUT ALL YOUR 
PEOPLE UNDER 


Danny Amico, Vice President and Director of Sales, backed ss 
by highly qualified staff, is on hand day and night to attend mee 

to all your convention requirements. For help in planning “si Reps 

your next convention, phone, wire or write Danny. 


THE 1] 


Chicago’s Most Convenient Hotel Tae 
COMPLETELY AIR-CONDITIONED ges: 


Randolph, Clark and LaSalle Streets - Telephone: FRanklin 2-2100-Teletype:CG1387 am. 


ALL ROOMS AND SUITES 
AIR-CONDITIONED TOO! 


The Sherman has added 10,000 square feet to its 
already large convention exhibit space. The total is 
now 50,000 square feet .. . all on one floor and all 
air-conditioned. No time lost racing around town... 
no stair climbing . . . no crowding into elevators. But 
single-floor convenience isn’t all. The Sherman also 
offers 27 air-conditioned meeting rooms accommodat- 
ing 10 to 2,000, plus exceptional banquet facilities 
for functions of any size. 


e 1,501 redecorated rooms, all air-conditioned. 

¢ Radio in every room—TV in many. 

© World-famous restaurants: The Porterhouse, offering 
wonderful steaks— Well of the Sea, seafood flown fresh 
daily from the principal rivers, lakes, and oceans of the 
world. And for exceptional food at considerate prices, 
the smart Celtic Grill and Cocktail Corner are long- 
time favorites of both Chicagoans and visitors. The 
Coffee Shop and the Snack Bar provide excellent meals 
quickly. 

¢ The Sherman is in the heart of Chicago’s shopping, 
theatre, and financial district. 

¢ Drive-right-in convenience—the only hotel in Chi- 
cago with on-premise garage facilities. No waiting for 
busy doormen when you arrive . . . no waiting for de- 
livery when you leave. 


2M ES 
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SMALL GROUPS gave executives with similar problems an opportunity to exchange ideas and information. 


Presidents Prefer Small Sessions 


YPO convention breaks down into many small groups 
headed by trained leaders. Organization makes substan- 
tial investment in leader training to make sessions more re- 
warding. Posts meeting schedule on all bedroom doors. 


If an association convention is im- Young Presidents’ Organization is 
portant, it pays to plan it right—to bullish on meeting investments. Char- 
invest time and money toward more acteristic of these energetic executives 
productive results. is their eagerness to learn and ex- 


change experiences. Because a con 
vention is the medium to provide 
learning and idea swapping oppor- 
tunities, YPO doesn’t skimp on its 
planning. 


Dynamic Group 


YPO is a dynamic group of 1,300 
business executives Ww ho hav = become 
president of their companies before 
reaching 40. Eligibility for member- 
ship is linked to the gross revenue 


WORK SESIONS were held each morning in the Long House INFORMAL DISCUSSION by Dr. Will Menninger, of Menninger Institute, 
to study long range planning for the home and office. Guest his wife Kay, Day Chairman Bob Hood and wife Marge, opened family dis- 
speakers, discussions and YPO panelists sparked the meetings. cussion. Children and spare time were rated top problems by the group. 
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WELCOMING COMMITTEE boarded the Lurline before docking and distributed leis. 


SEPARATE SESSIONS were held for the women in conjunction with men's seminars. 


of the applicant’s company (minimum 
of $1 million gross for industrial 
company, $2 million gross for non- 
industrial, $15 million in deposits 
for bank president). 


Many Small Groups 


During its eight years of existence, 
YPO has become partial to small 
group sessions as most productive for 
information exchange. This means 
breaking up its national convention 


32 


into many small groups with an ade- 
quate supply of group leaders. 

To provide competently trained 
group leaders for its recent conven- 
tion at the Hawaiian Village in 
Hawaii, YPO enlisted experts in 
group training. This meant substan- 
tial cash outlay from YPO’s treasury. 
(Top consultants average about $150 
a day plus expenses.) 

For its April convention, YPO had 
a conference-leader-training workshop 
in March in Chicago’s Drake Hotel. 
Richard Beckhard, Richard Beckhard 
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Associates, New York City, is con- 
sultant to YPO in this area and was 
joined by Jack Gibb, Fels Group 
Dynamic Center, University of Dela- 
ware, and Gordon Lippitt, National 
Training Laboratories, Washington, 
D.C., to train 35 YPO’ers as con- 
ference leaders. 


Paid Own Expenses 


These potential conference leaders 
paid their own expenses—travel and 
hotel—to be trained at the three-day 
workshop in Chicago. For them it 
was more than worth it. Not only 
did they acquire the insight into their 
jobs as group leaders, but they de- 
veloped abilities which are valuable 
after the convention—to lead confer- 
ences for their own companies. 

The workshop was 
4M to 10 or 11 pM. Group leaders 
were given theory and procedural in- 
formation and then set to work in 
small groups to see if people react as 
the consulting specialists had indi- 
cated. ‘The YPO leaders were both 
guinea pigs and researchers at the 
same time. They watched themselves 
react as members as they 
planned their Hawaiian convention. 


intensive—9 


group 


"School for Presidents" 


Preparations for the annual con- 
vention which YPO calls “School for 
Presidents,’ were extensive. A com- 
plete workbook was available foreach 
attendee. It contained reading mate- 
rial to brief members before each 
session. It contained space where at- 
tendees could enter questions that 
occur to them in advance of sessions 
and offered space for “ways I may 
get answers to these questions.” 

Almost half of YPO members who 
attended the Hawaiian convention, 
the association’s eighth annual, ar- 
rived from Los Angeles aboard the 
Lurline. While aboard, informal 
seminars offered a preview of dis- 
cussions to come. The one formal 
meeting aboard ship was held in the 
main lounge. Because it could not be 
closed off, during the meeting other 
passengers would come in, sit down 
and listen. Soon they became confused 
and embarrassed, and_ eventually 
sneaked out. 

Aboard ship were 81 YPO mem- 
bers, their families and guests. In 
Hawaii they joined those who arrived 
by air. Entire convention included 
175 members, families and guests fo: 
a total registration of 380. 

This was the most distant conven- 
tion for YPO. Some previous national 
meetings were at White Sulphur 
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Springs, W. Va. (1957) ; Hollywood 
Beach, Fla. (1956); Phoenix, Ariz. 
(1955). Next year’s conclave is 
scheduled for Americana Hotel, Mi- 
ami Beach, Fla. 

For its convention, YPO leaves 
little to chance. Complete program 
was printed on a sheet 25 inches by 
20 inches and put on the hotel door 
of every member. In addition, each 
morning mimeographed announce- 
ments and instructions (what to wear, 
social activities, how to sign up for 
what) were put under every door. 


Discuss Procedures 


Every afternoon, those involved in 
the program next day met to discuss 
plans and procedures. They inspected 
the rooms to be used and the facilities. 
In the morning, they met again at 
breakfast for a final briefing. 

“The President Plans the Future” 
was the theme of the convention. 
Each day a different subject was dis- 
sected: marketing, personnel, fiscal 
policy, operations, family. YPO’ers 
were divided into 12 groups to dis- 
cuss topics after a general session each 
morning. Optional 
planned in the afternoons. 

Even association business sessions 
followed the same small-group pat- 
tern. After a general meeting on 


seminars were 


association business, five discussion 
groups followed to cover various ac- 
tivities of Y P¢ 2 


Compare Problems 


Big reason YPO uses small group 
techniques is to give each member an 
opportunity to discuss problems and 
ideas with counterparts in similar in- 
dustries or related fields. Each mem- 
ber’s time is worth $20.50 an hou 
(based on mean average income of 
$40,000 a year) and so each session 
represents a sizeable investment in 
executive time. Group leaders have to 
be effective in order to make sessions 
meaningful and rewarding. 

For this convention, each member 
was assigned to an A group and a B 
group. Executives with whom a mem- 
ber met in an A group were different 
from those in B group. This switch 
of group makeup allowed for greater 
cross-fertilization of ideas. 


Outside Speakers 


In addition to Richard Beckhard, 
meeting planning consultant, YPO 
invited outside guest speakers to ad- 
dress morning sessions before breaking 
up into small groups. 
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Wives had some sessions of their 
own and joined their husbands for 
others. Special programs for children 


were planned, including a_ teenage 
Children were 


“cocktail” party. 
formed into age 
parties and other activties. 


groups for beach 


Full Social Schedule 


On the social side, YPO’ers had a 
wide choice. They had an opportunity 


to take jet plane rides, a cruise on a 
submarine, visit Coconut Island with 
boats supplied by Armed Forces. 
Army, Air Force, Navy and Marine 
Corps went to great lengths to enter- 
tain the young presidents and their 
wives. They made jet planes, boats 
and a submarine available, staged 
briefing sessions with generals and 
admirals, conducted tours of military 


installations. 
On the non-military social calenda1 


were parties, contests, boating im- 


SPECIAL kiddies’ activities kept children occupied while parents attended seminars. 


HULA DANCE lessons by native dancers were popular with both wives and teenagers. 


ming, golfing, tennis and trips. Shop- 
ping seemed to be a big activity and 
YPO’ers may have set some kind of 
a record for purchases. 


Long Questionnaire 


In line with the organization’s de- 
termination to make its conventions 
effective, a nine-page questionnaire 
was given to each member to express 
his views on the current meeting. 
(Wives had a four-page question- 
naire to fill.) YPO’ers were asked to 
evaluate the meeting site and the 
amount of time devoted to each sub- 
ject on the program (“too much, 
about right, too little’). They gave 
their views on wives’ activities, and 
told how much help they received 
trom sessions. 

After they explained on the ques- 
tionnaire their ideas on how to im- 
prove the next convention, they then 
had to rate speeches and presentation, 
evaluate discussion leaders and social 
activities. 

To produce its annual convention, 
Y PO’ers start 13 months in advance. 
This allows a month before a current 
convention to get started on plans for 
the subsequent meeting. The overlap 
provides new program planners an 
opportunity to check on the activities 
and operations of current office 
holders. 

Registration for YPO meetings is 
handled smoothly. Envelopes with 
necessary information and materials 
are ready and waiting for registrants. 
Members at the convention for the 
first time receive special badges so 
that they may receive special attention 
(introductions to long-time mem- 
bers). 

What did YPO learn from its cur- 
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rent experience ? 


1. Outside speakers have to be 


selected with care. You don’t have 


control over them as you do your own 
people and you face the danger that 
they won't stick to the subject no 
present the kind of information con 
ventioneers expect. 

2. Optional sessions do not draw 
well in competition with so many 
social activities. 


3. Leader training pays off hand 


WY 


oun oo 


somely in effective sessions. It pays off 
for the leaders, too, who have an op 
portunity to develop their abilities to 
work with groups. 


4. Wives like sessions devoted to 
their problems. A danger is to involve 
wives in too many sessions. 


5. Daily news bulletins on activi 
ties, plans and gossip are worth the 
effort even if they require somebody 
to stay up half the night to prepare 
one for the next morning. 


6. Briefing sessions for those on 
the next day’s program make for 
smoother sessions. Check of facilities 
in advance is worth the effort. 

One of the big problems for YPO 
is selection of a convention site. Be 
cause it requires many meeting rooms 
simultaneously, and because its chat 
ter requires meetings in resorts, ac 
commodations are not easy to find. 
This is especially true when meetings 
are slated in continental United States 
and a larger percentage of its total 
membership is in attendance at con 
ventions. 

If some 400-500 members attend a 
meeting and this group must be 
broken down 


than 25, 16 to 20 meeting rooms are 


into sections no larger 
required at one time—not easy to 
come by. In Hawaii with a smaller 
convention, only 12 meeting rooms 


were required simultaneously. ® 


"Don't tell me you, too, were sent here on a incentive trip?" 
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Having attended our annual sales 
managers’ conference for many years 
as a division manager, I saw that 
something should be done to make 
these conferences more productive. 

There was a constant confusion of 
argument based on fact versus argu- 
ment based on opinion. Far too much 
time was required to work out solu 
tions for some of our problems mainly 
because there was not even consensus 
as to the real problem. Usually, how- 
ever, we would find a solution after 
much time was wasted and many 
wounds left to be healed because of 
personality conflicts. 


Definite Steps 


After my first conference as gen- 
eral sales manager, I was determined 
to take definite steps to improve our 
management development program, to 
harness the brainpower of our man- 
agement group to produce as a work- 
ing team without resorting to strict 
regimentation. 

Our personnel director, Charles 
McDevitt, introduced me to Gene 
Peckham, of Western Training Serv- 
ices. After explaining my problem to 
Peckham, he abruptly asked me, “If 
you were retiring from Cutter Labo- 
ratories tomorrow, what would you 
like to leave?” My answer was sim- 
ply, “A smooth-running organiza- 
tion.” Taking the first letter of each 
word of my answer, we had a name 
for my project—‘‘Operation ASRO”’. 

From the beginning, Gene made 
it clear that he could only work with 
us if we accepted his services as a 
specialist in one field only—supplying 
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BY CHARLES R. SAUGEY 


General Sales Manager, Cutter Laboratories 


“Something Should Be Done 
About These Conferences’ 


Here is how Cutter Laboratories 
created Operation ASRO to make 
its meetings more productive for 


middle management development. 


us with techniques needed for us to 
reach goals which we ourselves set up. 
So far as subject matter was con- 
cerned, what we wanted to learn, or 
the time involved, he had little to 
say. When it came to telling us how 
to get results, he took a positive stand 
as our consultant and made firm 
recommendations from beginning to 
end. 


Project Name 


Right from the start we began to 
play up our project name, Operation 
ASRO, the jargon title coined from 
our objective. This caught hold and 
appeared on all our releases and in 
all our conversations regarding the 
meeting. Today, Operation ASRO is 
more than a memory. It constituted 
one of the most important events in 
middle management development here 
at Cutter Laboratories. 

We started out in May—eight full 
months in advance of the event. Gene 
felt that we needed that much time 
to prepare the men for their responsi- 
bilities for the meeting and to get in 
the swing of making suggestions as to 
subject matter and activities. We set 
up the schedule almost at our first 
conference and found that only minor 
revisions were necessary later to bring 
it into line with unforeseen circum- 
stances. 

We sent out the proposed meeting 
schedule and a genera: description of 
what we expected to do to our divi- 
sion managers. We _ requested that 
each submit specific subjects he 
wanted included in the program. 
From this we accumulated 25 sub- 


jects that were considered vital to 
these men in the field. It was made 
clear that they could add subjects 
right up to the day before the meet- 
ing started. We then sent this list of 
subjects back to division managers 
and asked them to vote on the five 
most important to them. These top 
five subjects were of such importance 
to the entire group that we agreed 
to retain outside authorities where 
needed to be sure that they were 
handled as thoroughly and as compe- 
tently as possible. 

Another five subjects were turned 
over to our consultant, Gene Peck- 
ham, for daily theory presentations. 
Remaining fifteen items on_ the 
agenda constituted the foundation for 
our “laundry list’ which was added 
to during the days of Operation 
ASRO and finally reached a total of 
more than 50 separate subjects. 


Increased Interest 


On my routine trips through the 
country, there was a gradual increase 
in interest in the forthcoming meet- 
ing. Knowing that they would ac- 
tively participate in this meeting, the 
men grew apprehensive. This necessi- 
tated our assuring them that they had 
the ability to participate in such a 
program if they arrived with an open 
mind to learn. We continued to stress 
that we would accomplish two things: 
(1) We would learn how to best con- 
duct ourselves in a conference and, 
(2) we would do so by actually con- 
ducting company business at the same 
time. 

Operation ASRO itself is probably 
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impossible to clearly describe, but I 
can point out a few outstanding fea 
tures as they appeared on the schedule. 


Took It Easy at Start 


On the first day we took it easy 
and got the men oriented to what was 
to happen in the succeeding five days. 
After necessary formalities, which in- 
cluded brief presentations by top men 
in Our company, our consultant, Gene 
Peckham, took over and thoroughly 
described and demonstrated training 
techniques to be used. Almost immedi- 
ately it became apparent that the 
men were to run their training pro- 
gram themselves. 


Managers Divided in Two 


The 10 division managers were di- 
vided into two committees—one made 
up of men from our five eastern divi- 
sions and the other of those from out 
five western divisions. Each commit- 
tee was to alternate in running each 
day's activities. distributed 
ground rules to help the men with 
their committee duties. Whenever a 


Gene 


question arose regarding procedures, 
he would role-play with the men to 
show precisely how it was done. It 
was remarkable how quickly the men 
caught on to the intricacies of a rathe1 
complex method. ‘his, of course, was 
part of the plan—to have them not 
only learn how to be 
through ordinary training methods 
but also to learn the art in the actual 
running of Operation ASRO. 


Managers 


Stayed Up Late 


By mid-afternoon of that first day, 
the men were satisfied that they un- 
derstood how the committees would 
work and what would be expected of 
each of them in various individual 
assignments. We adjourned the meet- 
ing and the men returned to the hotel 
where we were all quartered. Then 
an interesting thing occurred which 
was repeated each evening these 
men took their assignments in dead 
earnest and went to work to prepare 
themselves for the next day’s meeting. 
For the committee in charge this was 
such a challenge that the men seldom 
got to bed until well into the morn- 
ing. As for the men of the other com- 


mittee, they each had some specific as 
signment for the next day’s program. 

Some of the features of the pro 
gram are of general interest and | 
shall describe them: 


Features of Program 


1. The Big Idea Talks: ‘These 
were handled by men selected by the 
day’s committee. They were excel- 
lent keynotes; most of them truly 
inspirational, and this gave the men 
a real opportunity to present an idea 
to the group and to practice publi 
speaking. 

2. Major Subject Presentations by 
Authorities: For each of the five days 
the men were hosts to experts trom 
outside their own group, who made 
short talks followed by a question and 
answer period to cover the day’s sub 
ject. These five major subjects were 
important enough to mention here: 
Selecting and Hiring; Training Plan 
for New Salesmen; Supervision of 
Cutter’s Compensation 

Development of New 


Salesmen ; 
Plan; and 
Ideas, Policies, and Products. Results 
from these five sessions were tremen 
dous. Atmosphere within the group 


Save time, money! Ship your displays 


. BOWSER 


LEFT: Bowser’s Paul E. Ganz 
and North American's presi- 
dent, James D. Edgett, discuss 
padded protection, which as- 
sured safe arrival at each 
point of more than 1,000 
products displayed in the Fort 
Wayne firm's $3 million 
road show. 


RIGHT: On display—a section 
of Bowserama exhibit which 
toured the nation via North 
American Van Lines. 


. : 
Mees ace merican 
Hear Alex Drever’s INES, Ine. 
Salutes to Industry— : 
Every Sunday Evening, 


6:05 P.M. (EST) NBC-Monitor 


DOOR-TO-DOOR DELIVERY...UNCRATED...HIGH-VALUE PRODUCTS...EXHIBIT DISPLAYS... 
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had become so completely objective 
that learnability was extremely high. 
‘The men fairly soaked up knowledge 
trom the authorities used. 

3. Product Presentations: Each di 
vision manager was assigned a_ 15- 
minute opportunity to make a sales 
presentation on a_ product of his 
choosing. Since these products were 
usually ones in which he excelled 
saleswise, the presentation was ex- 
ceedingly well done in every case. 
Here again, not only were the men 
given a chance to polish up their sales 
pitch but they had the opportunity to 
perform in public. Our Advertising 
Department cooperated with each 
man in furnishing props and _ sales 
tools for making these presentations. 

4. Solving Rough Problems: This 
was probably the most challenging as 
well as the toughest part of the en- 
tire program because the men quickly 
realized they weren't very proficient 
in systematically solving a problem. 
Here’s where Gene was of great help 


a consensus as to the real heart of the 
problem before trying to solve it. 
This usually took much longer than 
finding the right solution. 

Leadership 
ing: Each man conducted a conter- 
ence on a subject of his own choosing. 
Emphasis here was how to lead and 
how to participate in a conference. 
‘These conferences lasted only 15 min 


5. Conference Train 


utes. Time was too short for the first 
ones, but after the men became more 
proficient, it was adequate. Perform- 
ance was rather poor at the beginning 
but by the fifth day the men had be- 
come so skilled that they were tackling 
the toughest problems with ease. 


“Laundry List" 


We had set aside two hours each 
afternoon to work off subjects on oul 
“laundry list” and our progress was 
so slow that we had scarcely made a 
dent by the next to the last day of the 


and a half than we 


had ever had before in a t ill week of 


results in a day 


“wrangling” 
A. Thi 


dled the « losing event 


Sur prise Lhe nen han 
themselves. We 
supplied a fixed amount of money to! 
them to use as they wished. This was 
a management problem of itself. ‘They 
planned the event, handled the invita 


+ 


was one of the nicest parties we'd had 


tions, and ran the show. Believe me 


in a long time. This was held at the 
close of the seventh day. 
On the 


eighth day, we continued an old cus 


7. Individual Conferences: 


tom here at Cutter by scheduling a 
private conference for each division 
manager with seven home-office men 
important to him. I was one of these 
home-office men and | can truthfully 
say that I felt closer to the division 
managers and felt | knew them better 
than I had before Operation ASRO. 


Something Happened 


to us in giving hints as to where we 
could understand each other better, 
communicate easier, control our value started to tackle the laundry list in 
systems, and strive for clarification earnest. It was absolutely amazing to 
instead of victory. Gist of this session see how these men moved through 
was to show the importance of getting this list of problems. We had better 


meeting. By that time we had cleaned 
up all of the scheduled subjects and Looking back at this conference, 
something of great importance hap 
pened the first day that these men 
took over the meeting. As soon as the 
meeting was called to order by the 


via North American Van— 
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THE DIFFERENCE 
IN HOTELS 


2s an the way people are treated 


More than exceptional facilities 
and expert planning goes into 

the success of group meetings and 
conventions at Distinguished 
Hotels. You’ll find no 
mass-produced formula at 

these individually managed 
hotels, but a personal ingredient, 
an abiding interest in your 
individual requirements. 


Distinguished Hotels is a 
significant partnership of 18 
distinctively and independently 
managed hotels in the nation’s 
15 important business centers, 
dedicated to a brand of 

service that is far superior to 
ordinary standards today. 


ONE CALL DOES IT ALL! 


For complete information about the 
unique convention and meeting 
facilities at any Distinguished Hotel, 
inquire at any of the hotels listed, or: 
Executive Offices, Distinguished 
Hotels, 17 East 45th Street, 

New York 17. MUrray Hill 2-4300. 


DISTINGUISHED HOTELS 


NATIONAL 
CONVENTION 
NETWORK 


*Hotel Corporation of America 
cooperating with Distinguished Hotels 


NEW YORK 
The Commodore 
Hotel Roosevelt * 


BOSTON 
Parker House 
Somerset Hotel * 


ATLANTIC CITY 


Chalfonte-Haddon Hall 


PHILADELPHIA 
Bellevue Stratford 


BALTIMORE 
Lord Baltimore 


WASHINGTON 
The Mayflower * 


PITTSBURGH 
Carlton House 


CLEVELAND 
Hotel Cleveland * 


CHICAGO 
The Drake 
Edgewater Beach * 


ST. LOUIS 
Chase — Park Plaza 


DALLAS 
The Adoiphus 


OKLAHOMA CITY 
The Skirvin 


SALT LAKE CITY 
Hotel Utah 


SAN FRANCISCO 
The Mark Hopkins 


LOS ANGELES 
The Ambassador 


leader, he asked everyone to rise while 
another member asked God’s blessing 
on the group. Although very brief, it 
had a profound effect on all of us 
present and added solemnity to the 
conference. Since then, all of our sales 
meetings have been opened with an 
invocation. 

Another fascinating sidelight of this 
entire experience was its affect on top 
management and other departments 
of our company. Everyone was kept 
informed of the progress of Operation 
ASRO, from Doctor Bob Cutter, our 
president, on down. Interest and curi 
osity grew and it is still showing its 
effects even today. This may have 
been the most important outgrowth 
of the entire project. Our relations 
with other departments has greatly 
improved, mainly because we let 
everyone know what we were doing 
and made it possible for them to 
watch some of the proceedings. Ac 
tually, sometimes we were playing to 
“Standing room only.” 


First Payoff Month Later 


First payoff came during the fol 
lowing month. At that time we held 
two national sales meetings compris 
ing our entire sales force, and field 
and Berkeley management. We held 
individual division conferences as 
well as group workshop sessions where 
all men participated together. Divi 
sion managers were part of the man- 
agement team in planning these meet 
ings. Results were excellent. 

Without any doubt, these were the 
most productive meetings ever held 
in the company. 

That about wraps up the story, but 
Operation ASRO is still going on 
Telephone conversations and corre 
spondence are far more objective and 
to the point. My personal visits with 
division managers in their own divi 
sions are far more productive. 

Methods of training used in Opera- 
tion ASRO will produce dramatic 
results if any group is willing to 
achieve them. While this is an excel- 
lent middle management process, it 
would be far more effective if it were 
preceded by a like experience within 
the top management group. 

Personally, I know that I bene- 
fited more than any other single man 
who went through this training. | 
admit there is much room for im- 
provement in training of middle 
management groups, but I am also 
convinced that an experience of this 
kind would produce even greater re- 
sults if top. management had the 
courage to subject itself to a similar 
program. Isn’t it axiomatic that a 
group usually is no stronger than its 
leadership? @ 
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TORONTO — 
CONVENTIONS 


North America’s 7th largest city is beautifully equipped to serve your convention or meeting 
Modern, air-conditioned-hotels. Excellent restaurants. Varied night life. Toronto is also the site of 
the world-famous Canadian National Exhibition (this year’s headliner—Danny Kaye) 

Here is a city perfectly qualified to handle your convention 


ROYAL YORK WESTBURY PARK PLAZA LORD SIMCOE SEAWAY 


this year think of Canada... 


FOR MEETINGS. Resorts and scenic lodges throughout the country are just 
right for small conventions or sales meetings. Great for hunting, 


fishing and golfing, too. i ’ 
FOR POST CONVENTION TRiPS. Canada is a foreign country with interesting i} aa 
customs and friendly people. There’s spectacular scenery all the way i i 

from Newfoundland to British Columbia. Wy 

FOR TRANSPORTATION. It costs less by air—with more time there. Only TCA ae tr « 
flies the smoother, quieter, more comfortable prop-jet Viscount to Canada 
TRANS-CANADA AIR LINES “===: 


For information or convention-planning assistance ...see your Travel Agent or the TCA Sales Manager in Boston, New York, 
Tampa/St. Petersburg, Cleveland, Detroit/Windsor, Chicago, Seattle/Tacoma or Los Angeles. 


LE REINE BHBLIZABETH 


Now Open .. The Latest Word in Convention Sites! 
THE QUBEN BLIZABETH 


You and your group are assured of the most efficient handling, gracious service and 


the ultimate in function facilities when you hold your next convention or sales meeting 
at The Queen Elizabeth, Canada’s newest and finest hotel. 21 stories high, this magnifi- 
cent hotel provides 15,000 square feet of exhibit space, 23 sample or meeting rooms 
—accommodating up to 3,000 for a meeting or 2,000 for a banquet—and 1,216 spacious 

guest rooms with individually controlled 


electronic heating and air-conditioning. 


Delegates attending conventions at The 


$9947799, 
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Queen Elizabeth will thoroughly enjoy visit- 
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ing distinctively different Montreal where 
British institutions and French traditions 
blend in a unique, delightful combination. 


y , 
Plan now to have your next convention at 


THE 


QUEEN ELIZABETEL 
(A C.N.R. Hotel) 
MONTREAL, CANADA 
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Operated by Hilton Hotels International 


- For information, contact The Queen Elizabeth, Mon- 

Ade LA de treal, Cancda Telephone: UNiversity 1-3511, or 

eatin a a wee a Me Joseph T. Case, Sales Manager, Hilton Hotels Inter- 

Paar “ national, The Waldorf-Astoria, New York 22, N. Y. — 
Telephone: MUrray Hill 8-2240 
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Big News for Staff 
Rates Biggest 
Sales Meeting 


Curtis Publishing Co. unfolds research 
findings of Post readership at most 


elaborate meeting in its history. Spe- 


cial props also used for road show. 


SALESMEN, trying to reach model 
behind the screen, are held at bay. 


I'rend to bigger and better sales 
meetings appears to grow as selling 
markets tighten. Newest advocate of 
the “big” sales meeting is Saturday 
Evening Post. Curtis Publishing 
Company staged the most elaborate 
sales meeting in its history at Boca 
Raton, Fla., recently when it intro- 
duced its salesmen to a new sales pro- 
motion campaign. 

In prior years Post usually stuck to 
“all business’? meetings in metropoli- 
tan hotels. 

Prime reason for going to a resort 
area was the amount of technical data 
salesmen would have to digest. Meet- 
ing was first announcement of the 
results of the. Post’s second research 
Salesmen had to digest and 
understand the research data and tech- 
niques used in order to make effective 
sales presentations, says Dennis Per- 
kins, advertising manager. Politz 
study, “The Readers of the Saturday 
Evening Post,’ revealed that each 
advertising page in the Post is ex- 
posed 5.8 times to readers for a total 
of more than 29 million “proved page 
exposures.”’ Cost per contact, says 
report, is one-twelfth of a cent. 

Big problem in planning the meet- 
ing was the time factor. Results of 
project—hub of the 
meeting—were not available in com- 
plete form until a week before the 
Frantic preparations and 
rehearsals kept Post executives at a 
Philadelphia hotel late 
into the night. Copies of the report 
were set and printed in two days in 


project. 


the research 


meeting. 


downtown 


40 


order to be ready for the meeting. 

Other preparations started months 
in advance. Post executives inspected 
3oca Raton Hotel and decided to 
build their own stage. Post hired its 
own carpenter and sent him to Flor- 
ida. Equipment for the meeting filled 
two trucks—sent ahead early to get 
things set up before the meeting. 

Post executives arrived days before 
the meeting to supervise preparations 
and make transportation arrange- 
ments. Boca Raton is 40 miles from 
Miami and limousines and cars had 
to be on hand to pick up 160 men 
coming from all parts of the country. 

Meeting was strictly stag although 
some men brought their wives and 
left them at nearby hotels until the 
meeting was over. Eighty salesmen 
from 11 branch offices, branch office 
managers and Post officials made up 
the 160 total. 

Hotel management mailed ‘‘teaser”’ 
postcards from Boca Raton eight 
weeks before the meeting. One card 
was mailed to the salesman’s home 
each week ‘‘to whet his appetite,” says 
Perkins. Men had no idea of the 
subjects to be covered, except that 
they would “receive very valuable 
information.” 

Men arrived for the four-day meet- 
ing on Tuesday. They were met by a 
pretty model who presented them with 
“blinking eye” badges. Eye appeared 
to open and close depending upon how 
the light hit it. Motto underneath 
said, ““The Eye Is on the Target.” 
Each man was also given two pith 
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helmets—one for himself and one for 
the kiddies at home. 

Meeting officially opened Tuesday 
evening with cocktails and dinner. 
Men were welcomed by the president 
of Curtis Publications, Robert Mac- 
Neal, at a meeting in the hotel audi- 
torium at 10 o'clock that night. To 
add spice to the meeting, a takeoff on 
“This Is Your Life’ was staged with 
a member of the Detroit sales staff 
as the unwilling victim. He received 
the full treatment complete with baby 
pictures and embarrassing moments. 
High point of the skit was moment 
when a curvaceous model billed as his 
“oirlhood sweetheart’ came on stage. 

Peter E. Schruth, vice-president 
and advertising director, then outlined 
the purpose of the meeting and asked 
for the ‘“‘active mental participation” 
of the men. 

Wednesday started early and on a 
humorous note. Salesmen found fake 
newspapers under their doors head- 
lining the arrival of Research Man- 
ager Charles Swanson. Bold caption, 
“Lock Up the Women, Charlie’s In 
Town” was capped by a picture of 
Swanson superimposed on the body of 
a briefly clad weight lifter. Story told 
how women had swooned over Charlie 
and also lampooned the Post’s ‘‘in- 
fluential” man and woman sales cam- 
paign. Swanson was described as 
wearing an influential breechcloth 
which caused nine out of 10 women to 
faint. 

First meeting got underway at 
8:30. John Naylor, sales manager 
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important sales of the 
preceding veal by Post 
“assisted” by five famous radio an- 
nouncers. After a dramatic introduc- 


tion, voices on tape discussed out- 


review ed 
salesmen, 


standing sales. Announcers, including 
Edward R. Murrow, had been taped 
weeks before the meeting. 

Before 1958 sales “ammunition” 
was introduced, a series of skits were 
put on to prove that material given 
to salesmen last year was effective in 
making sales. ‘When you take the 
sales tools available, they will work,” 
said Naylor. 

Each of the Post’s 11 offices out- 
lined its big sale of 1957. Offices were 
contacted 30 days before the meeting 
and told of their assignment. Publi- 
cation manager of each office selected 
the case history to be used. Only re- 
quirement of the home office was that 
each skit emphasize importance of 
team work by telling how the indi- 
vidual salesman made use of the mat 
keting, research and promotion de- 
partments of the Post in closing the 
sale. 

Post's Creative Department staff 
worked closely with each office to set 
up visual aids to be used with presen- 
tations. All scripts were submitted to 
the home office where they were 
checked to avoid duplications. 

Chicago office used a simulated 
Post cover, seven-feet high and four- 
feet wide as a peg for its visuals. 
Charts and pictures were placed on 
the ‘‘magazine’”’ by the staff as the 
narrator unfolded the story. 

Minneapolis office recounted a food 
company sale and tied its presenta- 
tion in with a grocery store display. 
Cast wore white aprons and baker’s 
hats. Everyone who helped make the 


sales was given a hat and all gathered 
on the stage at the finale. 

West Coast office utilized the draw 
ing ability of one of its salesmen in its 
skit. While one salesman narrated the 
story the other 
illustrate developments. 

St. Louis office used placards to 
tell its story while another office put 
on a one-act play. More than 25 
people participated in various pres- 
entations. 

Daytime session lasted from 8:30 
4M until 1 pm with 20 minutes out 
for a coffee break. All other business 
sessions were over by 12:30 Pm with 
the afternoon free for golf, tennis, 
fishing or swimming. Additional meet- 
ings were scheduled each evening, 
except Thursday. Activities were care- 


drew cartoons to 


WEST COAST office used cartoons, drawn “on the spot," to illustrate its story. 
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SALESMEN got a preview of the Post's editorial promotion show, now on tour. 


fully planned so men would have 
enough free time to relax, but not 
enough to go astray. Emphasis upon 
outdoor activities and early morning 
sessions made everybody “glad to turn 
in early,” says Perkins. 

Post picked up tab for all expenses 
including green fees and tips to hotel 
personnel. Special boats were char 
tered for a fishing tournament staged 
on Wednesday. Post had separate 
cabanas set aside for its group at the 
nearby beach. 

Evening meeting on Wednesday be- 
gan at 9 pm and lasted an hour and 
a half. Robert Fuoss, executive editor, 
recounted his own experiences in sell- 
ing and compared them to today’s 
problems. He was followed by Jack 
Cunningham, president, Cunningham 
& Walsh, Inc., advertising agency. 
Cunningham offered tips on “Positive 
Ways to Sell in a Competitive At- 
mosphere.” 

Salesmen were roused out of bed 
at 7 o'clock next day for an early 
breakfast. Donald M. Hobart, senior 
vice-president and Curtis research di- 
rector and Charles E. Swanson, re- 
search manager of the Post, gave a 
detailed exposition of the’ Politz re- 
port. Slides and 16mm film were used 
to illustrate the talk. To add impact 
to the importance of the Politz find- 
ings, Post used a _ person-to-person 
filmed interview with two top out- 
side research executives. Sound film 
was made in the offices of the two 
men. 

Al Johnson, assistant to the sales 
manager, then interpreted the report 
in sales terms. Dramatic skit and 
35mm _ filmstrips helped maintain 
interest. 


Perkins, dressed as a “white 
hunter,” presented the advertising 
campaign slated for 1958. First five 
ads to be used in the campaign were 
given to the salesmen. Key phrases 
to be used were emphasized so sales- 
men could use them in their sales 
presentations. Big hit was a ‘“‘specially 
designed over-the-desk sales presenta- 
tion kit” which Perkins unfolded. 
Front of the kit contained standard 
sales material, but compartment in 
the back opened to reveal place setting 
for two and all the essentials for 
mixing drinks. 

Presentation was interwoven with 
a comedy routine lampooning Post 


executives and the “influential”? cam- 
paign. Salesmen were pictured as 
“relentless hunters” chasing a sale. 
Comely model, apparently undressing 
behind a screen, was introduced as 
“Miss Influential.” Three men who 
rushed to the stage for a closer look 
were held back by Perkins, who 
cracked a bull whip. 

On Friday morning each salesman 
was served breakfast in bed. Golden 
paper crown on each tray proclaimed 
him “king for a day.” Hangover kit, 
with standard morning-after remedies 
were also distributed in addition to 
legitimate gifts for the salesman and 
his wife. 


he perfect pretlige giveaway- 


manufacturers — trade show gifts, literature and product kits, 
| product merchandising packages. 


railroads, bus lines, steamship lines — overnite travelers, 
| charter groups, package tours, cruise passengers. 


travel agencies — group tours, cruises, package vacations, 


incentive travel groups. 


resort hotels-motels — conventions, vacationers, preferred 


| guests, organizations. 


banks — vacation clubs, new accounts, special promotions. 


natco bags are made in many standard styles and colors — or to 
your specifications in nylon and plastic. factory-to-you prices com- 
bined with airline specification quality provide the answer to your 
promotion budget. try success-proven natco bags. 


write for special promotion offer! 


natco products corporation 


1401 post 


y) 
he 
c 


42 


road 


* warwick, r. i. 
222-8 


Gifts were distributed with a lav- 
ish hand. Men received gold cuff 
links, gold watch fobs featuring the 
“influential” figure, plus a box of 
four silk ties with the “influential” 
emblem. Men who participated in 
the first day sales presentations all 
received red silk vests—again featur- 
ing Mr. Influential. 

More than 3,000 pennies were dis- 
tributed during the meeting. Pennies 
symbolized Post’s slogan, “Biggest 
Little Penny in Media History.” 

First on Friday’s agenda was a 
summation of research material by 
Jack Naylor, followed by presenta- 
tion of new promotional material hy 
Perkins. Shadow boxes containing 
three dimensional figures to be used 
in Post ads were unveiled along with 
displays featuring direct mail promo- 
tions to be used. To break up rou- 
tine, Perkins arranged for a “fight” 
to break out in the balcony. “Spy” 
from a competitor magazine was dis- 
covered and his “body” tossed over 
the balcony. 

For a finale Perkins (still in his 
white hunter garb) shot at five bull’s- 
eyes. When targets were hit they 
turned over to reveal the slogan, 
“Five Years Ahead of Competition.” 

Men were broken up into groups 
of 11 for a series of seminars where 
they could ask questions individually 
about the research project. Each 
seminar was headed by a research 
executive. 

Before dinner that evening sales- 
men saw a special showing of the 
Post’s new editorial promotion show 
titled, “Take Any Issue.” Put on by 
Robert F. Hills, editorial promotion 
manager, special presentation shows 
how Post editorial material is chosen 
and how it influences its readers. 
Specially built set for the presentation 
consists of 7 ft. by 10 ft. horizontal 
panels mounted on metal framework, 
which fold in and out on rollers— 
simulating the pages of the Post. 
Film:is projected on the panels and 
controlled by an intricate electrical 
control board with 12 separate chan- 
nels. Control panel permits automatic 
pushbutton operation of front and 
rear 16mm film projectors, a strip 
film projector, tape recorder and 
stage lights. Show, utilizing some two 
tons of equipment will visit principal 
cities from coast to coast. 

Men left for home on Saturday 
with a week of intensive work ahead 
of them. Post scheduled a series of 
training sessions for each man im- 
mediately following the meeting— 
to make sure he could put what he 
learned into an effective sales presen- 
tation, says Perkins. ® 
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INCENTIVE DISCOVERY OF A LIFETIME... 


EASTERN’S "HAPPY: HOLIDAYS’ 


FLY - EASTER 


FREE luxury vacations in the world’s most 


famous resorts... 


The surest way to get that extra effort 
and those extra sales is to award the 
Vacation Discovery of a Lifetime... 
Eastern’s Happy Holidays! Eastern’s 
Happy Holidays gives you a complete 
range of resorts to choose from at 
prices tailor-made to fit any incentive 
budget! 

What’s more, Eastern’s incentive 
experts will help you plan a Happy 


Holidays incentive program to meet 
your specific needs. In addition, 
Eastern makes available special 
power-packed promotion material to 
get your program off to a flying start! 

Eastern’s Happy Holidays incentive 
program pays for itself! The chance 
to win a free vacation inspires enthu- 
siasm all along the line—and that 
builds greater sales for you. So offer 
your sales force a goal really worth 
shooting for...offer Eastern Air Lines 
Happy Holidays! 


Find out how Eastern’s Happy Holidays can pay off for you. For free booklet 
containing complete information, write: Incentive Sales Department, Eastern Air 
Lines, 10 Rockefeller Plaza, New York 20, N.Y. 


EASTERN umes 


30 YEARS OF DEPENDABLE AIR TRANSPORTATION 


Re nn re ree ee Ne ee 


eeceseaes SAR SE CR SE oe 


» Miami Beach’s newest and most luxurious hotel offers the 


: 10 MILLION saat cman PLAN 5 


with group meeting facilities you'll enjoy only at the Seville 


*Yes, the magnificent NEW Seville (completed 
January, 1956) cost 10 million dollars to construct, 
furnish and equip ... All to give your group 
unsurpassed facilities for fun, comfort and a 
successful meeting. 


¢ Grand Ballroom with no view-obstructing columns, 4 
seating 2,000 at meetings, 1,500 at banquets ay 
¢ Five other meeting rooms for groups of 50 to 500 
¢ 20,000 square feet of exhibit area 
* Color circuit TV facilities 
¢ Tremendous pool and cabana play area 
for outdoor fun and meetings 


¢ Complete inventory of equipment 


FREE 21" TV & RADIO IN EVERY ROOM 
2 POOLS « 500 FT. OF PRIVATE SANDY BEACH 
GOLF DRIVING RANGE 
100% AIR CONDITIONED 
For Complete Information 
and Color Brochure 
write FRED COLLIER 


Vice President 
& General Manager 
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OCEANFRONT at 30th STREET, =: 
IN THE HEART OF EXCITING MIAMI BEACH 
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LATEST ADVANCE 
IN 
VISUAL AIDS 


easel with paper pad 


PEP UP YOUR 
PRESENTATION . . 
. with this 
lightweight 
aluminum portable 
easel. Rigidly 
supported on four 
legs. Arlington’s 
easel combines 


beauty and utility. 


5 WAY 


PRESENTATION EASEL 
@ Paper Pad Presentations @ Blackbeard Chalktalks 
@ Card Chart Speeches 
@ Point-of-Purchase Posters 


ONLY $4 2am sO 


Send for free literature 


easel as chalkboard 
@ Flip Chart Presentations 


ARLINGTON 


ALUMINUM COMPANY 
19005 W. Davison «+ Detroit 23, Michigan 


------— 


lease send me complete information on 


| the Arlington 5-way Presentation Easel. 


| name | 
title 


| company 


oddress 


| city 
| state_ 
2 A ST | 
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BORG... 


Expects Tangible Results 
—And Gets Them 


With no "frills and froth," Ray-O-Vac gears its exhibits 


to produce sales. Its four-point formula works ‘without 


spending great sums of money." In 30 trade shows a year. 


BY A. R. KARSTAEDT 


Customer Relations Manager 
Ray-O-Vac Company, Division, Electric Storage Battery Co. 


When a company spends consider- 
able money, time and personnel on an 
exhibit or booth at a trade show, it 
should expect to get some tangible 
results. At least, that’s our 
philosophy at Ray-O-Vac. Some peo- 
ple might call us mavericks for what 
we don’t do, but our own results 
show us that much can be accom- 
plished without spending great sums 
of money and without going in for a 
lot of frills and froth. 

Basically, we: 

1. Try to give customers and pros- 
pects a reason to stop at our booth. 
Lately, we have been using a “show 
special” consisting of a merchandise 
deal that can be purchased only at the 
show. 

2. Keep a list of prospects and cus- 
tomers who stop so that a follow-up 
can be made by a letter or a personal 
call after the show is over. 


sales 


3. Design the actual display so that 
it compliments our regular advertis- 
ing and reflects the personality of our 
company. By doing this, we receive 
better identification of our company 
and its products with customers. 

4. Analyze each show from the 
standpoint of what can be reasonably 
expected in the form of actual sales, 
new prospects and improvement of 
relations with customers. 

Ray-O-Vac’s business is flashlights 
and batteries and our profit margin 
as a manufacturer simply does not 
permit us to spend “high, wide and 
loose’ on elaborate and lavish dis- 
plays at trade shows. Even if we 
could, we wouldn't. 

Like any advertising or sales pro- 
motion activity, there are varying 
opinions on how far a company should 
go as an exhibitor. Some firms use a 
lot of hoopla, entertainment, fancy 


P ee 
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uy.(}K 


CATALOG-AD APPROACH used in Ray-O-Vac's self-contained exhibit. 
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SALES MANAGEMENT 


THE SHOREHAM HOTEL... 


srtoetie 


magaTHONMPAc KAGES 


44,000 square feet of exhibit space for trade shows 
and convention exhibitions 


Another great convention feature at the Shoreham, Washington’s most 
complete convention hotel! Now, in addition to the finest facilities for meet- 
ings and banquets, the Shoreham offers you a huge, modern exhibit hall for 
trade association shows and convention exhibitions of every type: 
ees ; a see ‘ * 44,000 square feet of exhibit space, entirely on one floor of the hotel, can 
View of one aisle at a recent trade show indicates oni ‘ ; ’ 
spaciousness of the Shoreham’s exhibit hall. accommodate up to 250 display booths, 8’ x 10’. 
* Unlimited floor load and up to 11’8” ceiling height allow you to exhibit 
large, heavy industrial equipment. 
* Two special driveway entrances to exhibit hall. Displays are unloaded right 
at exhibit hall level and set up quickly . . . no elevators required. 
¢ All meeting and banquet rooms are immediately adjacent to the exhibit 
hall and are easily accessible without need to use elevator service. 


* Electrical outlets of 110 and 220 volts are located at every display booth, 
with a total capacity of 400,000 watts. 
One of two private driveway entrances. Trailer 
trucks can deliver directly to the exhibit hall. 


eee a ee 


¢ Experienced staff of electricians and maintenance men to assist you with 
your exhibits . . . facilities for decorating, furniture available. 


For complete information, write John C. Egan, Sales Manager 


ty Shoreham __s*< 


Connecticut Ave. at Calvert, Washington, D.C. 


oe: 
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adjustable 


ASK fora HI-LOclectern 


a 


ATTENTION HOTEL 
EXECUTIVES: Write or 
wire today for descriptive 
literature, specifications, 
prices. No obligation. 


wherever you hold your next 
convention or sales meeting 


As a contribution to more successful meetings, many 
of the nation’s leading hotels* are equipping their 
auditoriums with the electrically operated, instantly 
adjustable HI-LO lectern. The HI-LO differs from 
conventional lecterns in that it accommodates users 
of any stature—tall, short, medium. It raises or lowers 
at the flip of a switch to any desired height, affording 
complete speaking ease to everyone on your program. 


Don't hesitate to ask hotel managers about the HI-LO— 
they appreciate the opportunity of serving you, and 
they want your suggestions for providing the best 
facilities available! 


*Names on request 


New! An All-Purpose, Portable, Folding Lectern 


for 
Ideal for sales meetings, for banquet rooms, 
lodges and clubs, for meetings of every type. Com- 
plete with reading lamp and carrying case, only $60. 
Quantity discounts. 


DETROIT LECTERN COMPANY, INC. 


13336 Kercheval Ave., P. O. Box 3735, Detroit 15, Mich. 


YOUR NEXT 


CONVENTION “THE SOUTH’S LARGEST 
“THE GOLF CAPITAL | CONVENTION RESORT HOTEL” 


OF THE NATION” ¢ 10 function rooms—all air- 


conditioned 
(banquet capacity—1000 
meeting capacity—1200) 
¢ 400 guest rooms— many air- 
conditioned 
* 12 acres of beautiful grounds 
featuring Olympic Swimming 
Pool, 18-hole putting green, 


RESORT OF PRESIDENTS Free Parking 


¢ A staff of convention specialists 


HOME OF THE * Superb cuisine 


“MASTERS TOURNAMENT” 


* Nightly entertainment 


Information and literature on request: 
M. W. WITHERSPOON, SALES MANAGER 


tricks, show-girl demonstrators and 
other “window dressing” to call at- 
tention to their trade show booth and 
attempt to get customers to stop. If 
these happen to fit in with the general 
sales personality of the product you’re 
selling, then it might be all right to 
use that kind of an approach. Other- 
wise, if your product is like ours and 
it has to be sold on the merits of its 
quality, merchandising and price, the 
sideshow or night club act won't do 
much good. 

More and more distributors and 
dealers attend trade shows as ‘“win- 
dow shoppers” rather than as buyers. 
In some ways, we people in marketing 
have only ourselves to blame. These 
customers have received so much en- 
tertainment and no “sell” at trade 
shows that they no longer are in a 
buying frame of mind. 

Before you can get the customer to 
buy, you have to be able to see him. 
Real purpose of any display or booth 
at a trade show or convention should 
be to attract interest so you can talk 
with customers and prospects — and 
get orders. 

No matter how business-like, efh- 
cient or attractive a company’s booth 
may be, it’s still not easy to get cus- 
tomers to stop. Ray-O-Vac has tried 
some of the standard techniques, in- 
cluding samples, contests of skill, reg- 
istration drawings and similar ap- 
proaches. It has been our experience, 
however, that most of these seem to 
just feed “souvenir hunters.” 

Best thing that we’ve ‘hit upon is 
the “show special” which is a mer- 
chandise deal that can be purchased 
only at the show in the Ray-O-Vac 
booth. Many months ago, when we 
first embarked on this program, we 
tried a “truckload special” which con- 
sisted of 12 Ray-O-Vac flashlights 
packed in a toy truck. This permitted 
any dealer to buy a “truckload” and 
it was attention getting, because the 
toy truck was included free. Dealer 
ordering at the show would have the 
“truckload” sent to his store. He 
could then sell the flashlights and 
realize a full profit on the free truck, 
or he could give the truck to one of 
his children as a gift. Many dealers 
and distributors who attend trade 
shows include “Mom” as well as 
“Pop” and parents like to take some- 
thing home to the children. So the 
toy truck was a natural. 

Another time we used a free, store 
display rack as a show special, in- 
cluded with an order of flashlights. 
Display was a good one and attracted 
a lot of attention because of its ob- 
vious quality and value. Here again, 
this deal was a sales stimulator de- 
signed to bring people into the Ray- 
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O-Vac booth and get orders right at 
the show. Once you start writing an 
order, you can get the customer to 
mentally check his inventory at home 
and include other items along with his 
order for the show special. 

Some people who attend trade 
shows look at it as a holiday or vaca- 
tion, but as a sales-minded, marketing 
organization, Ray-O-Vac people are 
there to work. We have experienced 
field sales personnel from the local 
area, plus supplementary help from 
our regional sales office or headquar- 
ters merchandising staff to man the 
booth. 

Even if an order is not written, we 
try to get the name and address of 
the customer so a follow-up can be 
made after the show closes. This may 
be in person by a regular Ray-O-Vac 
district sales manager, or through a 
letter. Many times, customers stop 
at the booth to talk out something 
that has been bothering them — a 
question about product service, need 
for more catalog pages, or some prob- 
lem about the handling of their ac- 
count. 

Sometimes the customer’s questions 
or misunderstanding can be cleared 
up on the spot. Then the follow-up 
may seem unimportant but it still 
creates a friendly impression when a 
letter is written after the show is 
over. At other times, a matter may 
require further investigation and 
there’s nothing that disgusts or alien- 
ates customers more than having a 
question or request ignored. This 
means that our men have to take 
notes. So they often have a pen in 
their hands — something that’s also 
handy for writing orders. 

After the show is over, a full re- 
port is put together on the number 
of orders, size, general comments and 
a note about those instances which 
require a letter and a personal cail. 
This helps us to keep the show work- 
ing for many weeks afterwards. 

Orders aren’t always significant, 
but they are some indication of the 
success from the standpoint of the 
exhibiting manufacturer. We attend- 
ed one show where we didn’t take a 
single order, but we did accomplish 
much in answering questions about 
an industry-wide price increase. Be- 
cause some customers were disturbed 
and in not too jovial a mood due to 
the price rise. we had more booth 
trafic than usual. Amount of good- 
will that was created by Ray-O-Vac’s 
representation was considerable. Some 
customers who stopped to see us told 
us that our competitors had actually 
ignored this particular show and their 
representatives couldn’t be found any- 
where. 

Physical design of our display and 
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you can house all your people together... 
hold all your exhibits on one floor...at the 


SHERATON-CADILLAC 


DETROIT'S LARGEST HOTEL 
Completely air-conditioned 


For a successful convention or sales meeting—hold it at the Sheraton-Cadillac! 


Gives you all the specialized equipment and services of Detroit's biggest 


hotel—plus one-floor convenience for your exhibits. With all members 


housed at hand, group interest stays high—meetings pay off in sales results! 


® Grand Ballroom (Detroit’s largest hotel ballroom) seats 1,000 for 


meetings, 800 at banquets. 


@ 17 function rooms offer accommodations for 10 to 1,000 persons. 


@ 15,000 sq. ft. of exhibit space avail- - 


able on one floor, assuring a more 
convenient and impressive show. 
@ 1,200 attractive guest rooms, 
all with radio and TV. 
@ 4 fine restaurants, 3 bars 
for relaxation and entertaining. 


@ All guest, public, function rooms, 
exhibit areas fully air-conditioned. 
THE 


SHERATON-CADILLAC 


Mr. William Goldsberry, Sales Director 

Sheraton-Cadillac Hotel, Dept. A-7 

1114 Washington Boulevard, Detroit, Michigan 
Please send me your Convention Brochure 

with all details. 

Name a Title 

Company —— ———————— 

Address = a 

City Zone State 


HOTEL 


1114 Washington Boulevard, Detroit, Michigan *« Phone WOodward 1-8000 


Wea like 
to tell you 
why 

MIAMI 


for Conventions 


is the Magic City 


Write to CONVENTION BUREAU 
320 N. E. 5th St. 
Miami, Florida 


WHEN 


CONVENTIONS 


COME 


MARCHING 


OUR 


The entire staff of the Hotel 
Thayer stands at attention. 
In reviewing our services, 


you'll find: 
IDEAL LOCATION 


.. . 50 miles from 
New York City on the Military 
Reservation of the United 
States Military Academy 


TRADITIONAL HOSPITALITY 
... thoughtful comfort from 
the moment of welcome to 
time for leave-taking 


PRIVATE FUNCTION ROOMS 
... for groups of 20 to 400 
persons including the spacious 
Crest Room and smaller 
meeting rooms 


BANQUET FACILITIES 
. » . superb food and fine 
drinks, artfully prepared and 
served in a gracious manner 


ATTRACTIVE ACCOMMODATIONS 
... 196 guest rooms in addition 
to comfortable quarters for 
172 persons in dormitory 
rooms 


“AT EASE” HOURS 


.. . guided tours of historic 
West Point. Sports and 
recreational activities nearby. 


For rates and information write to 


William R. Ebersol, Manager 


U.S. 
HOTEL 
THAYER 


WEST POINT, NEW YORK 


booth always attempts to reflect the 
character of the Ray-O-Vac Company 
and its policies: sound, warm, per- 
sonalized selling approach, polite ag- 
gressiveness and space commensu- 
rate with our position as a leader in 
our industry. Some corporations take 
up a lot of space with a fancy booth 
and yet, the impression that they make 
upon the customer may not be sufh- 
ciently productive to compensate any- 
where near the cost of being there. 

Getting down to the actual physical 
layout, Ray-O-Vac uses self-contained 
booth displays that are manufactured 
to our specifications. A display is 
planned the same way as an advertise- 
ment. We rely on the advice and 
judgement of not only the display 
designer but our merchandising-ad- 
vertising counselors and our past 
experience at trade shows. Ray-O- 
Vac booth attempts to complement 
our trade and consumer printed ad- 
vertising and our regular: descriptive 
catalog pages. 

For example, one of our displays 
takes a basic product theme and uses 
a catalog-ad approach, with a sample 
of the product and short, informative, 
hard-sell, descriptive copy. Retail 
prices are shown for individual items. 
Even though customers may not have 
consciously noticed it, this booth dis- 
play is similar to our consumer and 
trade ads and our catalog pages. This 
produces continuity and an overall 
identification for Ray-O-Vac and its 
products throughout our merchandis- 
ing program. 

There is no confusion in the cus- 
tomer’s mind when he stops at a Ray- 
O-Vac booth. We’re not selling col- 
ored balloons or crepe paper or bath- 
ing suits because our products are 
right out in plain view. Don’t mis- 
understand us. Our booth is not 
stodgy or dull or austere. It is mod- 
ern and colorful and eye-catching, but 
at the same time incorporates the prin- 
cipal purpose of our display: To sell 
Ray-O-Vac flashlights and batteries. 

In addition to products on a large 
permanent display, we have samples 


neatly set up on tables along with 
counter cards, merchandisers and 
other point-of-purchase materials. 
While we want the Ray-O-Vac booth 
to be neat and orderly, we try to 
avoid a stereotype appearance. What 
we have appears “‘lived in” or alive 
with merchandising and promotion. 
We want our customers to examine 
our products, pick up the merchan- 
disers and admire our counter cards. 
In other words, we try to make our 
booth friendly and intimate, like a 
well-run wholesale house or retail 
store should. 

As other manufacturers that have 
products that appeal to the mass mar 
ket, Ray-O-Vac constantly is faced 
with the problem of how many and 
what trade shows to participate in. 
We try to get our batteries and flash- 
lights into practically every conceiva- 
ble channel of distribution — hard- 
ware, drug, grocery, automotive, 
candy, tobacco, sporting goods, sun- 
dry, toy, hobby, electronic, tavern, 
industrial supply, electrical, plumb- 
ing—so that we have unlimited op- 
portunities for being in trade shows. 

Economics prevents us from being 
in every show for every channel of 
distribution. ‘There are local, area, 
county, state, national and interna- 
tional associations and organizations 
that have exhibitions and shows. We 
confine most of our activities to our 
major channels at the national level 
where we believe that we can do the 
most good and see the most people. 
Currently, we are in about 30 shows 
a year. 

What it all boils down to is that 
trade shows are a popular thing to be 
in. At Ray-O-Vac shows and exhibits 
are evaluated on the same basis as 
any other marketing expense: “Will 
the activity contribute something 
worthwhile and substantial to the 
success of Our company - When 
there can be something meaningful to 
our sales, merchandising and promo- 
tional program, we are always inter- 
ested in being properly represented. 

Sd 


Del Mar, Calif. 


~ 


REPRINTS OF "BIG MEETING" 


Eldon Frye, whose latest cartoon appears on page 49, is author of 
“Salesman on Safari’ and “Purchasing Done Here.” 

“Big Meeting,” he says, “is designed to promote a better audience be- 
cause the individual will hesitate to identify himself, by his actions, with 
any of the types in the cartoon.” Frye offers reprints, 17” by 11”, delivered 
flat, so blank side can be imprinted with program or message. He sells 
them in increments of 100, parcel post prepaid, at 10 cents a copy for first 
100—7 cents a copy for 1,100 or more. Address, Eldon Frye, Box 475, 
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Forgathered for Mutual Benefit at 


THE BIG MEETI 


CLMNeOW awn —~ 


(The way it looked to the Meeting Committee Chairman) 


. Telling how he succeded (without giving aid & comfort to his com- 


petition). 
"Already 15 minutes behind schedule!"’ 


. ""Now, where's that slob who's sages to talk next?"’ 


"Y'know that odd-ball Scc’ch old 
in townl'’ 
Making expense occount notes for his next year's tax return. 


mediey likes? There's not a bottle 


. Collecting ali free literature to lug home and throw out. 

. Making notes for 15-page report on meeting his boss will never read. 
. Old convention veteran vegetating until he can get to those prime ribs. 
. The speaker's assistant (he wrote the speech). 


""Boy, we are gonna have a BALL, this venin'!"' (lecherous chuckles) 


. (Reading) "'Now John, long as you're in town you should cali on Aunt 


Lucy. 


. “if | can just last another hour I'll get some hair of the dog!"’ 
. ""How'm! eee get my suit cleaned while I'm in it?"' 
b 


. ""Remarka 


ie how my fingernails get so dirty when | travel.'' 


. "So he goes in, see, and this babe says... . 


. "Can't afford to go to sleep on his speech—he's my best client!"' 

. "Wait'll he asks for questions. I'll crucify the upstart!"' 

. “IU just read this speech | slept through yesterday."’ 

. "'l oughte get a fot raise on that order | martinied outa Olie Johnson.’ 


‘He's the only man in the room who hasn't made a pass at me... 
WHY?" 


. "How are we gonna get him to ourselves to slip him the pitch?"’ 

. ""Now, whatinell did | do with my specs?"’ 

. "What in the ever-lovin' blue-eyed world is he talkin’ about?"' 

. “Lessee, this Jones had a big chin, Brown had red hair, and this'n 
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. "Yeoh, he's come up in the world. 


Soo 


Cor 
by Eldor 


""I# | doodle eornestly, the boss'll think I'm taking notes 
“*How'm | gonna get away from this pest next to me?"' 

"This buzzard CAN'T be as mean as he acts!"’ 

"*"Now what did that receptionist mean by that crack she made at me?" 
"Gotta get his speech ready for the group meeting in two hours.'’ 


"if | take Flight 708 and connect with 241 | can stay until. . ."* 
**Dam' ulcers are actin’ up again.'’ 

*"Wish | had a cigar."’ 

"A little vodka prolly be okay—won't smell."* 

"*‘Where the devil is Ernie? In jail, I'll bet."* 

"If my display doesn't get here | might as well go home."' 

“*Hope they don't move out my desk while I'm gone—the stinkers.'’ 
"if | dart outa here while they're applauding they'l! never miss me."' 
"Pass this note to the guy with the big nose."' 

"Looks like | really got stung on this lousy suit."' 


"That fat so-and-so! To look at him you'd think he had a full night's 


; sleep.’ 
. "By george, I'll never ride two pair again."' 


**Crimanentiies, what a buncha second-raters pickin’ each other's 
brains."' 


. "Why the thief! He's quoting my 1953 speech word-for-word."’ 

. "Man, wish | was out on No, 10 with my new set of irons."' 

. ‘Hey buddy, you dropped some ashes ond your pants are on fire!'’ 

. mt, might know the cheapskate wouldn't tell us how he really did 


Married the boss’ son to his 
daughter."’ 


. “*HICI" 
. I'l spring it on Joe and you back me up and we'll nail him!"' 


PROBLEMS were theirs rather than 
manufacturer's so seminar participants 
were especially studious and respon- 
sive; and that's why . . . 


Dealers Pay to Attend Carrier's Sessions 


Not a sales meeting, but ‘how to run my business at a 


profit" was lure for dealers who paid $20 to participate. 


Advance preparation by dealers was key to success. 


A radical departure from the usual 
was taken by Carrier Corporation 
when its Sales Training Department 
launched a series of business manage- 
ment seminars last fall. 

Scrapping all the usual “come-ons”’ 
for recruiting dealers for training ses- 
sions, Carrier charged a fee for the 
two-day session and clearly labeled it 
“not a sales meeting.” 

Ted Skoglund, director of Car- 
riers Sales Training Department, 
says the seminar approach came as the 
result of a survey taken among Car- 
rier dealers to determine what they 
wanted to learn most about improv- 
ing their business. 

Response was overwhelming and 
surprisingly consistent, in that the 
question posed by the majority was: 
“How can I run my business to make 
a greater profit?” 

Area in which the dealers asked 
for training covered such a variety of 
subjects dealing with business man- 
agement that Skoglund says he had 
no choice but to launch a business 
management training program. 

Skoglund and his staff decided that 


50 


this was not to be done along the 
usual training lines; that a new ap- 
proach had to be made. “‘What we 
were trying to do,” states Skoglund, 
“was to find a way we could make 
our dealers into ‘Ph.D’s’ in Business 
Administration in two days.” 

After many hours and days of soul- 
searching and _ head-scratching, the 
Carrier training staff came up with a 
program which it named “Business 
Management Seminar.” 

But how was this different? 

First, participants were charged 
$20 to attend the seminar and were 
clearly told it would bear no resem- 
blance to a sales meeting. Many had 
previously said that they were tired 
of the usual sales session. Attendance 
fee met with no resistance. It seemed 
to set a premium on sessions and re- 
sponse was better than if the seminar 
had been offered “for free.”” So many 
dealers signed up that attendance was 
limited to groups of workable size. 

Much of this response could be 
credited to the program outline, 
which told dealers that subjects to be 
covered in sessions would be some 
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they had asked for in the recent sur- 
vey. Major subjects included ac- 
counting, budgeting, forecasting, sales 
manpower, pricing, credit and collec- 
tions, tax planning and banking. 

To prepare each participant, he 
was mailed a “Get Set’’ activity book 
in which to fill out information from 
his own records, his own experience 
on the operation of his business, his 
manpower problems, competition, ac- 
counting problems and margins. 

Carrier’s philosophy behind this 
pre-meeting preparation was to put 
the participant in the proper attitude 
for the seminar, while at the same 
time subtly selling him on the need 
for it. Most dealers found when fill- 
ing out forms that they were sadly 
lacking in areas where it was costing 
them money. 

Some questions that aroused inter- 
est were: ““What do you think your 
inventory turnover rate should have 
been last year?” “How do you pre- 
pare your bank for possible borrow- 
ing?” “How do you find, hire and 
pay needed salesmen?” “What was 
your breakeven point last year?” 
“What will it be this year?” 

Besides provoking interest, ques- 
tions also brought to mind specific 
problems which dealers carried to the 
meetings for a solution. This ‘‘Get 
Set” booklet was the core of the 
training sessions. As the brochure 
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For conventions, sales meetings, incentive awards that 
will produce results: 


MATSON < 
HAWAII 


closer, less expensive 7 
F 1 
than you think = & 


\ “Ze NEW MATSON WAIKIKI CONVENTION HALL 


Royal Hawaiian (eee pide 


Matson facilities for business or pleasure to make your meeting a success 


FOUR GREAT HOTELsS—the Heart of Waikiki: 
Royal Hawaiian, Moana, Princess Kaiulani, 
SurfRider offer 1000 rooms at wide range of 
rates. Superb Matson food, service, entertain- 
ment—all in the heart of famed Waikiki, with 
its glorious year ‘round weather. 


NEW WAIKIKI CONVENTION HALL— Hawaii's newest 
and finest! Seats 1000 in air-conditioned comfort, 
offers the latest in lighting, public address sys- 
tems, movie equipment, display booths. Banquet 
or luncheon service for up to 850 persons. Also, 
wide variety of public rooms at each hotel. 


FAMED LUXURY LINERS LURLINE AND MATSONIA 
available on charter or scheduled weekly sail- 
ings from San Francisco or Los Angeles to 
Hawaii. Complete facilities for entertainment, 
recreation and meetings. Spacious, air-condi- 
tioned, all First Class. Unexcelled food, service. 


PLANNED ENTERTAINMENT — A Matson-planned 
program to your specifications includes Ha- 
waiian talent, sports, tours and special pro- 
grams for wives. All this in lovely Hawaii, a 
paradise for rest, recreation, sightseeing and 


ALL-INCLUSIVE COSTS—competitive with any con- 
vention center—less than $25 a day per person 
including transportation from the West Coast. 


shopping. 


PLAN Now! Call the Convention Manager at your nearest Matson office 
collect. Full information without obligation on Matson steamer and hotel 


services, either in entirety or in connection with air transportation. Expert 
planning forconventions, post convention trips or sales incentive programs. 
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SOPd 


OFFICES: New York, Chicago, Dallas, San Diego, Los Angeles, 
San Francisco, Portland, Seattle, Vancouver, B.C. 
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outlining the seminar explained, 
“without this booklet filled out to the 
best of the registrant’s ability, the 
seminar will be of little value to 
him.’ 

Much of the seminar’s success was 
attributed to the extensive pre-meet- 
ing preparation. Discussion leaders 
were briefed, slides and printed ma- 
terial prepared well in advance and 
an agenda carefully laid out. 

Brochure announcing the seminar 
worded to tell the 
gamut of subjects to be covered and 
to de-emphasize the usual sales meet- 
ing concept. Booklet described the 


was precisely 


seminar as “‘a serious, guided, group- 
participation forum concentrated on 
day-to-day. activities involving the 
management of an air conditioning 
contracting business.” 

It concluded with the importance 
of the ‘Get Set” activity and a cou 
pon for registration which stated that 
the $20 registration fee covered only 
part of the cost of materials and 
meals. 

As the seminar got underway each 
participant was given an accordion- 
type file to hold all administrative 
tools and data handed out during each 
topic discussion. Many of the forms 
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You, too, will be a “most 
happy fella” after complet- 
ing a successful sales meet- 
ing or convention at the 
Skirvin ... where the friend- 
ly experienced staff give 
you the utmost cooperation 
in planning and executing 
your meeting. Handsome 
surroundings and fine food 
are the highlights of the 
Skirvin plus complete 
facilities, including the lux- 
urious new walnut-paneled 
room, the “Executive Suite,” 
with a 32-foot walnut table 
—so perfect for Board of 
Directors’ meetings and 
comparable gatherings. 


Write for our detailed 
“Facts File.” 


CEntral 2-4411 © 
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IS THE 
CONVENTION 
PLANNER 

WHO SELECTED 
THE SKIRVIN 


FIVE HUNDRED 
BEAUTIFUL ROOMS 


, COMPLETE AIR 
CONDITIONING 


CLOSED-CIRCUIT 
TELEVISION 


Teletype OC 532 


‘W. James, President and General Manager 
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provided were for study and use when 
the dealer returned to his office. 

Informality was the keynote. Each 
participant took an active part by 
stating his ideas, his experiences and 
asking questions concerning his own 
problems. Work sheets were pro 
vided on which problems were worked 
up and discussed by each table group. 

Meetings were designed by Skog 
lund and his staff to move along at a 
brisk pace, many times changing sub- 
jects while interest was still high. 
Skoglund explained that the sessions 
weren't meant to give a complete 
course in any particular subject but 
to “whet the appetite’ enough to have 
the dealer follow through when he 
returned to his business. 

Each participant at the meeting 
was given a schedule which moved 
him to a different discussion table at 
the end of each topic. Overhead pro- 
jector presentations were incorporated 
as well as chalk talks and flip charts. 
Discussion periods, frequently inter- 
spersed with coffee and Coke breaks, 
kept meetings moving and provided 
participants with a change of pace. 

Technique succeeded in 
interest at 


keeping 
a continuing high level 
through a variety of presentations. 
Diversity of backgrounds was pro- 
vided by the Carrier “faculty” which 


personalized 
exhibits 


Messmore & bamon 


That “something extra” in 
our finished product reflects a 
client attitude which, in almost 
four decades of exhibit design 
and construction has brought to 
and kept with our firm a long 
and distinguished list of satis- 
fied customers. 


We build to help you sell. 
May we fill this role for you? 
Messmore and Damon 


1461 Park Avenue 
New York, New York 
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led the discussions: William A. Lake, 

general sales manager, Carrier Uni 

tary Equipment Division; Ted Skog 
lund, director of training; Robert 

Godbee, field accountant; plus B. A. 

Gates and Kenneth R. Vaughn, both 

of Sales Training Department. 

Down-to-earth language was used 
throughout. ‘Technical terms were 
completely disallowed as the seminar 
staff handled discussions on subjects 
on which they were not expert but 
could explain in laymen’s terms. How- 
ever, experts on each subject were 
present to back up explanations and 
to answer questions. 

Typical of how the novice-expert 
team worked is this example: 

Expert: ‘“The acid test ratio is a test 
of liquidity the ratio of current 
cash and current receivables to to 
tal current liabilities.” 

Novice interpretation: “Acid test ra 
tlio means could you get your 
hands on enough funds from cash 
on hand and money owed you to 
pay your creditors if they all de 
manded payment at once ?”’ 

When. Carrier’s dealers and their 
salesmen left the seminar they were 
armed with material and worksheets 
with which they could continue thei: 
assignments and apply them to prob 


BUSINESS ISA 


For top attendance, the Island’s 
largest seaside resort .. . 
facility for a successful convention 


every 


. . « finest beach, pool, golf, tennis, 


sailing. 300 air conditioned rooms, 
cuisine, master chef. 


Howard FE. Hohl, General Manager 


Ask for Color Folders and Convention rates 


Bermuda Hotels Inc. 
Wm. P. Wolfe, Rep. 


$00 Sth Ave., New York 36 LO 5-1114 


Boston, Chicago, Cleveland, Miami, Phile., Toronto 


SULLY 4, 1968 


lems prevalent in their own organiza- 
tions. 

Did the seminar do for the partici- 
pants all it was supposed to do? 

Here are some typical quotes vol- 
unteered by Carrier dealers after the 
meetings : 

“Frankly, we had our 
crossed when we decided to take time 
away from our business and travel 
400 miles to this session. However, 
it turned out to be more than worth 
while.” 

“IT couldn’t have bought this same 
course for $500.” 

“It was a welcome change to at- 
tend a business conference of such 
high caliber.” 


fingers 


“I came away with the feeling 
that, after 10 years in business, I 
finally had the tools and understand- 
ing to run it intelligently.” 

Was the novel approach successful 
for Carrier? 

After two-day sessions held in 
cities across the country and with 
over 1,500 in attendance, Skoglund 
says, ‘It more than achieved its goal 
of informing the company’s dealers 
and making them 
businessmen. It engendered a feeling 
of loyalty and made them understand 
that we were vitally interested in 
their problems and in helping them 
find a solution to these problems.” 
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more sue cessful 


Only Northwest gives you luxurious 


IMPERIAL SERVICE 


featuring complimentary Champagne 


Your delegates arrive at the convention relaxed and refreshed 


when they fly Northwest Imperial Service . 


cuisine . . 


. reserved seating . . 


. continental 


cocktail service . . . exclusive 


Twin-Screen Radar to smooth every mile. So wherever you're 


going, fly Northwest’s luxurious Imperial Service. 


32 years of superior Airmanship 


NORTHWEST o.“AIRLINES 


NOW! Fly your family with you for half fare on Saturdays 
» as well as Monday noon through Thursday noon 


wat 


THE 


Ambassador 


ON-THE-BOARDWALK 
ATLANTIC CITY, NEW JERSEY 


John Nolan, General Manager 


ATlantic City 5-4141 


FIND OUT HOW THEY APPLY TO 
YOUR NEXT CONVENTION. WRITE 
IN FOR THE FULL STORY TODAY. 


Giant Indoor Sea-Water 
Swimming Pool 

Famed Ambassador Private Beach 
Golf Privileges 

Outdoor Skating (in season) 

700 Luxurious Outside Rooms 
and Suites 

50,000 Sq. Ft. of Exhibit Space 
on One Floor 

Meeting Rooms for up to 1,000 


Garage and Parkadrome 


Low-Cost Exhibit Plan 


Has Benefits for All 


Does staging an exhibition where 
everybody benefits and nobody spends 
more than a few hundred dollars 
sound too good to be true? Welling- 
ton Fund, a Philadelphia-based mu- 
tual investment fund, managed to do 
just that when it initiated a public 
exhibition in Philadelphia recently. 

Company found itself faced with 
a number of problems when it decided 
to promote its investment 
more actively. In addition to being 
hampered by a small promotional 
budget, company is limited on adver- 
tising appeals by government restric- 
tions. Because mutual funds are rela- 
tively new, general public is often 
reluctant to accept them. Another 
problem officials wanted to solve was 
the limited number of “‘retail outlets”’ 
tor Wellington stock. 

After a series of conferences, com- 
pany officials decided a “spectacular 
exhibit” open to the general public 
and staged in cooperation with in- 
vestment Philadelphia 
would be a low-cost solution to their 
problems. Preliminary plans called 
for leading corporations in which 
Wellington held stock to contribute 
exhibits to stress the exhibition theme: 
“The American Way—Your Money 
at Work Builds a Better America.” 

Investment forums to be conducted 
by participating stock brokers also 
were planned. Important feature of 
the program was a daily door prize 
for which visitors had to register. 
(Registrants would be “live” leads 
for investment brokers. ) 

First step to implement the pro- 


services 


dealers in 


gram, says Wellington’s former man- 
Milton Fox- 
Martin, was to enlist the support of 
John Wanamaker, Philadelphia de- 
partment Wanamaker Presi- 
dent Richard Bond agreed to donate 
use of the store’s auditorium and to 
exhibition through its 
advertising and 


ager of dealer relations 


store. 


promote the 
newspaper in-store 


displays. Sept. 25 


25 to 28 were agreed 
upon as show dates. 

In return, the department 
achieved increased store trafic and 
reached potential customers from high 
income brackets. Wanamaker’s name, 
of course, appeared in all additional 
advertising done by ‘the exhibition 
promotional team. 

Robert F. Powell, of Kidder, Pea- 
body & Co., agreed to head up a “‘syn- 
dicate” of leading Philadelphia invest- 
ment firms that would back the exhi- 
bition; “‘sell” it to other brokers. 

Eight large corporations—Alumi- 
Company of America, Arm- 

Cork Co., Bethlehem Steel 
Corning Glass Works, Gulf 
Oil Corp., Minnesota Mining & 
Manufacturing Co., Smith Kline & 
French Laboratories and Union Car- 
bide Corp.—agreed to send exhibits. 
Exhibits were an ideal vehicle for 
these companies to reach both present 
and prospective stockholders. 

All investment firms were invited 
to join in sponsoring the exhibition. 
Each investment company that par- 
ticipated agreed to contribute $200 
tor an promotion 
campaign to publicize the event. 

In return, companies 


store 


num 
strong 


Corp. 


advertising and 


investment 


EIGHT LARGE corporations in which Wellington holds stock supplied free exhibits. 
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FAMOUS LAST WORDS (No. 4) 


"WHO NEEDS TO CHECK 
TRADE SHOW REGULATIONS P" 


Guessing at Show Regulations can be pretty costly 


Show Regulations are set up for the benefit of all 
exhibitors . . . knowing and abiding by them is much 
smarter than taking a chance of having to make costly 
last minute revisions. 


At GRS&W, nothing is left to chance! 


Every phase of exhibit planning and building is given 
the most careful consideration—our aim abways is to 
create the most outstanding exhibit possible . . . one 
that serves as a powerful sales tool for your product. 


When you hire GRS&W as your exhibit builder, 
you'll be impressed with the technical skills, the expert 


craftsmanship of our workers and the creative abilities 
of our design and sales staffs . . . a combination that has 
“inspired” more than its share of award winning, sales 
producing exhibits. 


We’re ready to prove we can come up with an unusual, 
original solution to your exhibit problem. A GRS&W 
salesman will be glad to stop in, anytime. 


GRS&W coordinated exhibit planning includes a 
complete nation-wide service—from original planning 
through designing, building, installing, removing, stor- 
ing and re-shipping of your display properties. 


DID YOU KNOW ... that GRS&W will furnish detailed factual reports concerning shows that offer 
the best possibilities for the sale of your product or services. 


Co FR SS 8&8. WV Stains 


GARDNER, ROBINSON, STIERHEIM & WEIS, INC. © 5875 Centre Avenue, Pittsburgh 6, Pennsylvania 
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VIRCO IS BUILT BETTER 
TO LAST LONGER 


VIRCO #600 SERIES FOLDING BANQUET TABLES. Virco all-purpose folding tables 
give you years of service. Quality constructed of fine materials, built for maximum 
strength and durability, yet attractive in appearance. VIRCOLITE plastic or Masonite 
tops. Safe because the gravity lock prevents accidental collapsing. Easy to handle 
and store compactly. 


VIRCO “CAN'T TIP” SAFETY-TESTED #127 FOLDING CHAIRS are precision constructed 
of tubular steel with extra reinforcement, fusion welded and brazed at all points of 
stress. Available in five popular colors in baked-on enamel finish. Comfortable, easy 


to fold and stack compactly. 


Write direct for information and complete catalog of Folding Chairs and Folding Tables 
and for special quantity prices. Also for our brochure describing our complete line 


of classroom furniture. 
Dept. S. M. VIRCO Mfg. Corp., P.O. Box 44846, Sta. “H”, Los Angeles, California 


a complete moving service for 
your displays and exhibits 


A Wheaton assures ON TIME 


deliveries to shows and conventions. 


the safest distance 
between two (or ten) 
points 


eat cd 


: over 500 agents all principal cities 
: In the West, call 


General Offices, Indianapolis, Ind. LYON 


were listed in all newspaper advei 
tising as co-sponsors. Companies sup- 
plied representatives for the invest- 
ment forums and had an opportunity 
to contact prospective customers. In 
addition, all leads picked up from the 
door-prize registration would be 
turned over to participating firms tot 
followup. 

Doremus-Eshleman Company, 
Philadelphia advertising agency, was 
chosen to coordinate stock-deale par- 
ticipation, cooperative advertising and 
promotion of the exhibition. After 
initial letter from Wellington Corp. 
tu outline the exhibition, Doremus- 
Eshleman handled ail promotion 
among investment dealers. Total of 
53 dealers agreed to participate. 

Promotion campaign then moved 


*hilip R. Livingston, 


urto high gear. | 
vice-president, Doremus-Eshleman, 
cooperated with the Wanamaker staff 
in setting up a campaign which uti 
lized posters, newspaper advertising 
and spot radio announcements. Post- 
ers were placed throughout Wana 
maker’s and in local banks and brok 
erage offices. 

Wellington Fund _h: 
and envelopes printed 
made available free of char 
soring investment dealers. 

QQO invitations were 
customers and prospects | 

Week before the exhibition a seven 
day campaign of spot radio announce- 
ments ‘plugged the show. Full-page 
ads, plus smaller ads on financial and 
women’s pages of newspapers out- 
lined the program and announced 
that ‘‘valuable free prizes”’ 
awarded. 

Exhibition was open during 
hours with forums on investing sched 
uled at 12:30 pm, 2:30 pm and 4 pm. 
Extra forum was scheduled on 
Wednesday when store was open in 
the evening. Visitors registered fo 
door prizes as they entered the exhibit 
area. Only visitors over 18 were eligi- 
ble for the prizes—limiting leads to 
possible investors. 

Local radio and TV personalities 
were on hand for each forum. Panel 
of local investment men and Fox- 


Onavisual easels 


Built amd sold by the 
world’s only exclusive 
manufacturer of visual 
aids for the office and 
conference room. 


Write for free 


24 page Why & How Catalog 


ORAVISUAL CO., INC. 
Box 11150, St. Petersburg 33, Fla. 
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Martin discussed problems in invest 
ing money and answered questions 
from the audience. Small section was 
set aside where panel members could 
hold private consultations after the 
forum. Some companies report mak- 
ing on-the-spot sales. 

Special film produced by Welling 
ton Corp., “Your Money at Work,” 
was shown before each forum. Ex- 
hibits, keyed to the investment theme, 
were an important part of the promo- 
tion. In addition to exhibits, com- 
panies contributed products to be 
used for door-prize awards. 

Final count of names revealed that 
the show had attracted over 5,000 
visitors. Fox-Martin reports that 3,- 
400 possible leads were culled from 
registration cards. Visitors had been 
asked to list their investment dealers 
when they registered. People who in- 
dicated they already had either one of 
the 53 participating firms or othe 
Philadelphia companies as_ brokers 
were not counted as leads. Leads were 
divided equally among investment 
dealers. In addition, each firm re 
eived registration cards filled out by 
one of its customers. 

While Wellington is pleased with 
the results of its experiment, Fox- 
Martin indicates there are some 
hanges already planned if the exhi 
bition is repeated. “We'd begin by 
making plans further in advance to 
give us more time for planning and 
promotion and wed do more pro 
moting throughout the. exhibition,” 
he explains. 

In addition, most participants 
“agree that there should be fewe 
forums with more free time between 
them.” Investment dealers would 
then have additional time to talk with 
visitors. ° 


CHOOSE THIS LAKESIDE RESORT 
FOR “SCENICLAND” MEETING SPOT 


Our new Restaurant and Lounge 
has all modern facilities for stag- 
ing group meetings numbering 
up to 150 persons, luncheons, 
dinners, in a delightful resort on 
beautiful Chickamauga Lake (59- 
mile-long TVA lake) offering fin- 
est ALL-YEAR game fishing. 
Located near scenic Chattanooga. 
Write for full information on 
Sept., Oct., November meeting 
dates and arrangements, resort 
cottage accommodations and 
rates. 


City Office 35 W. Main 
Chattanooga 8 Tennessee 
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Fort Lauderdale’s only convention hotel 


GALT OCEAN MILE HOTEL 


Directly on the ocean, this 250-room completely air-conditioned 
luxury hotel provides convention facilities for the first time 
in this Gold Coast “‘Venice of America.”’ 

In addition to enjoying the pleasures of a 600-foot private 
beach, olympic swimming pool, par 3 golf course, and vast 
sunning patio, you have available the following rooms with 
their seating capacities: Imperial, 150 . . . Continental, 480 
Hunt, 200. . . Bimini, 204. 


For fully detailed information 
Contact Reginald G. Nefzger, 


President. Convention Dept. 


GALT OCEAN MILE HOTEL 
FORT LAUDERDALE, FLORIDA 


melback Inn 


One of the world's Great 
Vacation Resorts 


PHOENIX, ARIZONA 


GOLF AT ADJOINING PARADISE 
VALLEY CLUB 
NEW CONVENTION 
ROOM FOR GROUPS 


MISSISSIPPI'S 


Coast 


. . « has everything 
for conventions 


—— | 
CLIMATE «¢ 4300 modern 


rooms in beach hotels and 


motels * Meeting rooms for 
20 to 1500 persons * Exhibi- 
tion facilities * Banquet 
rooms with tables for up to 
800 ¢ Fishing * Swimming ¢ 
Sailing * Boating * Golf ¢ 
Water-Skiing °¢ 
Lighthouses, forts and other 
historical points . . . 60 
minutes from Mobile or New 


Tennis °¢ 


Orleans. 


For complete convention information, just 
mail the coupon to the Chamber of Com- 
merce of any of the Mississippi cities shown 
below. 
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NEW long-play record offers tips on how to conduct profitable roundtable discussions. 


Half-Hour Training in 
Conference Leadership 


Small conference technique has 
been boiled down to a 30-minute 
long-play record complete with ex- 
amples of group behavior. 

Called “The Conference Road to 
Sales,”’ and produced by Porter Henry 
& Co., Inc., the record is an effective 
tool for training conference leaders. 

Opening on a typical shirtsleeve 
conference, the record lets you listen 
to the interplay of a cast of seven 
character types. They range from the 
veteran salesman who tends to mo- 
nopolize the discussion to his opposite 
who seems too shy to enter into the 
spirit of the meeting. Through the 
ensuing verbal exchanges, the listener 
is presented with some of the fine 
points in starting a creative discussion 
and then keeping it moving. 

Shortly after the recorded sales 
conference begins, the narrator de- 
fines the two kinds of sales meetings 
where the discussion method is most 
valuable. First is the problem-solving 
session where the leader does not 
known the answers in advance, and 
works right along with the men to 
come up with fresh ideas. 


In the second kind of meeting, the 
leader knows the answers but wants 
the men to work through the prob- 
lem so they will have a better under- 
standing of it. 

“In this case, the conference leader 
has the responsibility of turning an 
informal gab-fest into a productive 
meeting which achieves definite train- 
ing objectives,” says Porter Henry. 
“‘He’s the central figure, and the suc- 
cess of the session depends upon him.” 

Second kind of meeting was 
chosen for the record. It tells how 
the leader is responsible for: “getting 
the show on the road” by arranging 
for the meeting room, determining 
the seating positions and set-up, lim- 
iting the size of the group, and pro- 
viding props. 

Props—as defined on the record— 
are a large table and grease pencil 
for the leader’s use. Small note pads 
and pencils are on hand for the par- 
ticipants. The tablet is recommended 
over the blackboard because it does 
not require erasing and can serve as 
a reference throughout the discussion. 

Another point made on the record 
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OPENING IN OCTOBER! 


Break all records for attendance at your next conference...plan to reserve the cosmopolitan 
new LA CONCHA hotel in San Juan! Beautiful, modern, complete in itself... offering 

a combination of convenience, comfort and atmosphere that will be entirely new to you... 
the LA CONCHA will give your meetings new spirit—your delegates new life! You'll 

be away from the ordinary, enjoying the different attractions of a foreign land.. 


yet you can make yourself right at home—in Puerto Rico...U.S.A.! 


EVERYTHING IS HERE FOR YOUR MEETING! La Concha 
offers 300 luxurious guest rooms and suites, and cooperating 
adjacent hotels bring total accommodations to over700 rooms. 
MEETING ROOMS are flexible, spacious, and air-conditioned. 
FOR BETWEEN-MEETING RELAXATION —there is a 
world of fun...acres of gardens; a Cabana Club and pool; 
outdoor terraces for dining and dancing; a convenient Coffee 
Shop; Bar Marino and rooftop cocktail lounge; an exciting 
Gaming Casino; and— dining, dancing and entertainment in 
Club La Concha...a giant shell set on the ocean’s edge! 
OUR CONVENTION-TRAINED STAFF will take care of all 
details; assuring you always of complete meeting perfection. 


No visas, passports, or vaccinations necessary for U. S. citizens 
Only 6 hours by air from New York (even less with coming jet travel). 


Only 4 hours by air from Miami. 


WILLIAM P. WOLFE ORGANIZATION, Representatives 
500 Fifth Avenue, New York 36 « LO 5-1114 
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Comprehensive convention brochure sent upon request 


RAL HOTEL . 
Blake Sweatt, Vice President & Managing Director 
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is that subjects at these meetings 
should be fairly well defined. For in- 

“How to handle the price 
chiseler’’ takes preference over ‘““How 
to make more sales.”’ Conclusions 
can be reached about the first subject 
in a limited period of time. 

“The leader lays the groundwork 
for the discussion and defines the topic 
in an informal way,” says Porter 
Henry. “Then he handles the in- 
tricacies of getting the discussion 


Stance 


going.” 


\s an ice-breaker, the record rec- 


ommends the overhead question—the 


ACILITIES 
at State Fair Park............. 


kind that is thrown out for anyone 
Another suggested ap- 
proach is the directed question aimed 
at someone in the group who has the 
necessary background to provide the 
answer. 

If neither of these methods pro- 
vides the key to opening the discus 
sion, the case history is suggested. In 
using this technique, the leader cites 
a real or hypothetical sales situation 
and asks one of the men to analyze 
how he would handle it. 

As the men talk, the conference 
leader jots down major points on the 


to answer. 


a 
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GENERAL EXHIBITS 


94,000 Square Feet 


La 


The giant General Exhibits Building with oversized loading doors 


ground level, trackage at the rear, 94,000 square feet of exhibit space 


modern interior, has proved itself the perfect facility for heavy 


machinery shows and shows requiring high ceilings. 


It, like other facilities available for reasonable rental in conveniently 


located (10 minutes from downtown Dallas) State Fair Park, is within 


easy access to three auditoriums accommodating lecture meetings and 


emonstrations of from 200 to 4,000 people. 


Before planning your next meeting or show, check into the facilities 


at State Fair Park in Dallas. For complete details, write Sales Depart- 


ment, State Fair of Texas, P. O. Box 


55, Dallas 26, Texas. 


STATE FAIR OF TEXAS - DALLAS 
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jumbo tablet. Occasionally, to keep 
the discussion on the track, he refers 
to these notes. Later, he uses them 
as a summary. 
“Chief device 
leader is the question,” asserts Porter 
Henry. He adds that the leader must 
turn vague observations into definite 
with other 


employed by the 


suggestions by probing 
pertinent questions. 

As the meeting progresses, the re 
ord explains how the leader sum 
marizes frequently to get the points 
fixed more definitely in the minds of 
the participants. The good leader ex 
plores both sides of a point that all 
cannot agree upon. However, if 
there is no clean-cut agreement for 
certain questions, he doesn’t press for 
one, 

“Above all, the leader must stay 
impartial,’’ Henry observes. ‘Even if 
he has strong feelings, ideas, and opin 
reveal 


subject, he can’t 


If he does, two most in 


ions on a 
them here. 
portant elements of a meeting tree 
dom of thought, and atmosphere of 
acceptance—are lost.” 

The record explains further: If the 
leader reverts to being “boss,” the 
men will become less and less talk 
ative and the 
down and be 


a training aid. 


discussion will bog 
much less valuable as 


MEETINGS CLiCy! 


In Puerto Rico 


In the gracious setting of modern 


. or an hour's drive 
into the cool 
green hills 


Time to think and talk—free from 
interruptions. 

Time to relax — swimming pools, 
golf, tennis, riding. 

Excellent facilities. 


Sensible rates. 


For all details 
UTELL INTERNATIONAL 
160 Central Park South, New York 19 


CONDADO-CARIBBEAN HOTELS CORP. 
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Another problem encountered in 
the conference - type meeting is the 
tendency of participants to “go off on 
a tangent,” and discuss other less re- 
lated topics. The record tells how 
the leader can handle this problem 
by suggesting that the somewhat un- 
related topic be held for a future 
meeting. Indirectly but skillfully, he 
brings the men back to the topic be- 
fore them. 

Final portion of the record explains 
how to summarize conclusions on the 
large tablet. By listing major points, 
the leader gives each man an oppor- 
tunity to review and remember the 
entire meeting. 

One sales promotion chief whose 
company employs over 500 salesmen 
from coast to coast comments: “I’ve 
got the best salesmen in the country 

and the most hardheaded. Ac- 
tually, they are all creative in their 
own way. But it’s another thing to 
get them creative collectively — es- 
pecially in groups up to 15—to inter- 
act constructively on each other. 
This record proved, to me anyway, 
how much more positive thinking can 
come out of a meeting when there is 
casually disciplined guidance, a for 
mula to spur a real exchange of 
ideas.” 
disc introduces 


In essence, the 


A GAY 
COLORFUL 


HAWAITAN PAR 


iS THE ANSW 


Make ‘Aloha Night’ the outstanding party 
of the year—lush hawaiian flowers—exquisite 
aloha shirts—lovely hula girls and native 
musicians. Send for free information on how to 
run a Hawaiian Party at your next convention. 
Our Hawaiian Service Division can supply you with 
everything you need anywhere in the U.S. or Canada. 


ORCHIDS OF HAWAII, INC. 
National Sales Office: 


305 SEVENTH AVENUE + NEW YORK 1, N. Y. 
phene ORegon 5-6500 
ane v 
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some new ideas in the problem of 
generating creative group thinking. 
By instigating an interchange of ideas, 
the successful conference enables in- 
dividual salesmen to enlarge their 
own selling techniques. 

Type of conference presented on 
the disc was carefully chosen to give 
maximum benefit to varying types of 
sales organizations. 

“The technique is a flexible one,” 
says Porter Henry. “It can be used 
by wholesaler or distributor, 
manager, store owner, department 
heads who train sales people, and even 
retail dealers.” 


sales 


\ 
pa—e 


BGP 2S 


* 


For complete information, address: 
Charles L. Norvell, Director of Sales, 
The Greenbrier, White Sulphur Springs, 
West Virginia, or inquire of reservation 
offices at: New York, 17 East 45th Street, 
MU 2-4300; Boston, 73 Tremont Street, 
LA 3-4497; Chicago, 77 West Washington 
Street, RA 6-0625; Washington, 

D. C., Investment Bldg., RE 7-2642. 


Basically the standard technique 
used customarily in sales meetings is 
reversed, as projected on the LP. 

“By getting salesmen to think for 
themselves, they with the 
right answers more often,’ Henry be 
lieves. “When they are able to do 
this, they retain and use their knowl 
edge far longer and more effectively 
than if they merely listened to the a1 
bitrary view 
they usually 
ferences and sales training programs. 

The 30-minute Lp sells for $15 
and is available from Porter Henry 
Co., New York City. % 


come up 


point of one person—as 


must in most sales con 


Combining the finest, most modern ac- 
commodations for business meetings with 
unexcelled sport and recreational facilities, 
The Greenbrier offers an outstanding loca- 
tion for your next-convention. The Green- 
brier’s newly completed, air-conditioned 
West Wing provides meeting rooms for 
groups up to 1000 and includes such 
features as... a brand new auditorium 
with a 42 foot stage . . . the latest P. A. 
systems and projection equipment... a 
theater with CinemaScope screen . . . and 
superb arrangements for banquets. Don’t 
overlook either, the marvelous sports and 
recreational facilities, the courteous serv- 
ice, comfortable guest rooms and wonder- 
ful dining that have made The Greenbrier 
world-renowned as America’s Informal 
Business Capitol. 


Goanbcr 


WHITE SULPHUR SPRINGS * 


WEST VIRGINIA 


él 


\ 


pnenesese 
Hilton Hotel oe 


PANAMA CITY, REPUBLIC OF PANAMA 


Panama—at the Crossroads of the 
W orld—is closer than you think... 
and within easy reach of any part 
of the U.S. This past year some 
of America’s largest organizations 
have held their sales meetings at 
FE] Panama Hilton. They found 
Panama fascinating . . . and the 
service and facilities of El Panama 
Hilton exceptional. 


For information 


and literature 


write: Joseph T. Case, Sales 
M er., Hilton Hotels Interna- 
tional, The Waldorf-Astoria, 
New York 22, N. Y. Tele- 
phone: MUrray Hill 8-2240 


HOTEL BALLROOM was turned into a “French cafe" complete with Can Can dancers. 


TRIP WINNERS posed with French dancers for publicity shots after the meeting. 


Timed for Professionals 


Incentive values set forth for sales executives on split- 


second schedule. Flavor of trip kickoff meeting developed 


for club meeting. Old hands see result of pros in action. 


Here’s how a meeting for experts 
was planned, promoted and produced. 
It was a sales meeting producers’ pro- 
duction. Audience—one of the most 
sophisticated in the business world— 
were members of Sales Executive 
Club of New York City. 

It started with John Hubbell, vice- 


president, Ihe Simmons Company, 
who is president, New York Sales 
Executives Club, largest in the world 
with a membership of 3,200. In talk- 
ing with Harry White, executive sec- 
retary, he commented that during this 
period of the hard sell, salesmen moti- 
vation programming was becoming 
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We've extended our 


7X. 
“N 
I< 
> 
Midwest Sales Office 
Pe 
Year ‘Round Conventions 
ae 
Personalized Service 
a 
Convenient Meeting Space 
neni 
Luxury and Comfort 


be held simultaneously .. . 


Golden Gate different? —the difference is the personal 
touch...our Golden Rule of hospitality that lifts your 
convention from an ordinary meeting to a talked-about 
event, with looked-forward enthusiasm for next year. 

Our personalized service provides its own execu- 
tive convention staff and public relations experts, 
together with a battery of conference secretaries 


x 


* 


(OLDEN RULE of Hospitality 


NOW. .. A New Midwest Sales Office 


under the management of 
James D. Stroup 


810 North Michigan Blvd., Chicago, Illinois 


Phone: Delaware 7-134] 


NOW. .. accepting conventions every month of the year. 


Our new Convention Hall is designed so that 9: meetings can 
each in complete privacy. Seating 
capacity 1600 — banquet 1200 — all under one roof, with perfect 
visibility and acoustics. Exhibit area specifications. on request! 


For better Conventions and Meetings... 
and Happier Delegates... 
look to the GOLDEN GATE 


~ 
=” 


and photographers at your service ‘round the clock! 

Ideal Golden Gate accommodations (all air 
conditioned) include hotel, motel, apartments and 
villas...featuring 3 swimming pools, 500 feet of 
private beach, shopping plaza, tennis courts, 3 cock- 
tail lounges, 2 dining rooms, coffee shop, dancing and 
continuous entertainment. 


Your group, under the constant supervision of our General 
Sales Manager, Harry N. Snow ...and_ of course, General 
Manager, Dick Frey administering the Golden Rule. 


For full details and color convention brochure, 
write—Harry N. Snow, General Sales Manager 
Dick Frey, General Manager 


20 ACRES ON THE OCEAN AT 194th STREET « MIAMI! BEACH 41, FLORIDA 


JULY 4, 1958 


AKES 


51 
5,500 ACRES 


ly by 


IN THE 
WHITE MOUNTAINS 


[ARLEN 


PIKE * NEW HAMPSHIRE 


ALL-INCLUSIVE RATES ... NO EXTRAS 


Every room twin bedded 
with bath © Dancing nightly, 
2 orchestras ¢ Floor shows, 
Name attractions ¢« Com- 
pletely equipped theatre for 
Movies, Vaudeville, Exhibi- 
tions @ 7 Tennis Courts « 
Top Name Pro-!8-Hole Cham- 
pionship Golf Courses. 9 and 
18-hole Putting © Sportsman's 
Shows on Lake Front ¢ 800 
foot Beach © Plenty of Boats 
© Sight-seeing Bus Trips « 
Activities for the Ladies 
Fashion Shows, Play Reviews « 
Varied Novel Programs to 
your Taste all through-the-day 
or Evenings . . . PLUS use of 
every facility — at your el- 
bow — for your every wish 
or whim 


JOEL McKIBLE, 
Sales Manager, 
for detailed 
information 


All thru the year, The DUPONT TARLETON, on Biscayne Bay 
MIAMI e« FLORIDA 


NEED TEMPORARY, HELP FOR 
YOUR CONVENTION, TRADE 
SHOW, OR SALES MEETING ? 


CALL 


manpower, Inc. for: 


DEMONSTRATORS 
MODELS 
BOOTH ATTENDANTS 


STENOS 
BOOTH SET UP WORKERS 
PRE-CONVENTION DETAILS 


REGISTRATION TYPISTS MAILING AND DUPLICATING 


SERVICE 


Use our employees as long as you need them at low hourly rates. 


- ® 
manpower, inc. 
OVER 100 BRANCH OFFICES COAST TO COAST 


Write for illustrated brochure to: 
DEPT. C MANPOWER, INC. 820 N. PLANKINTON MILWAUKEE, WIS 


Pst 
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more and more important. 
“Wouldn’t it be an 
program, 


nteresting 
Harry,” he said, “if we 
were to put on an exposition of sales 
incentive ideas for members and then 
make it one of the most exciting 
meetings of the year to boot?” He 
found ready agreement and The E. F. 
MacDonald Company with _head- 
quarters in Dayton, was invited to 
represent the incentive industry in 
producing the June 3, 
club members. 

Sam Lebensburger, senior vice-pres- 
ident, The E. F. MacDonald Com- 
pany, accepted the challenge with the 
backing and approval of President 
Elton F. MacDonald. The sales 
meeting was divided into three sec- 
tions: first, the plan; second the pro- 
motion, and third, actual presentation 
before sales managers and sales ex- 


meeting tor 


ecutives from almost every phase of 
ndustry in the U. S. 


Rough Agenda 


A rough agenda was agreed upon. 
Grand Ballroom, Hotel Roosevelt 
was site of the meeting, and assign- 
ments were given The E. F. Mac- 
Donald Company staff. There were 
four majo 


meeting: 


targets set u at this 


1. Sell power of sales incentives as 
a sales management tool. 

2. Prove merchandise 
prizes by actual case histories. 

3. Tell appeal for 


programs by citing success stories on 


merit of 
travel incentive 
a “how it was done” 


4. Make itself a_ testi 


monial tor use ot exciting sales meet- 


basis. 


meeting 


Because time was a pertinent factor 
in this luncheon meeting 
essary that the 
promptly at 2 pM—it was scripted 
with a stop-watch for each element 
into a master schedule. 

T. J. McGuire, a founder of 
travel incentives and vice-president, 
Travel Division, E. F. MacDonald, 
was assigned the task of presenting 
the story for travel incentives. 

Ballroom of the Roosevelt was in- 
spected, a floor plan obtained, photo- 
graphs taken of various views of the 
ballroom and its approach. Nellie 
McGuire was given the responsibility 
of decorating the hall. Plan was to 
turn the ballroom into a French cafe 
with checkered table cloths, candles, 
old wine bottles and all the sparkle 
of Gay Paree to put sales executives 
attending the meeting into the mood 
for incentives through the very flavor 
of the atmosphere. 

A producer’s numbered memoran- 


it was nec- 


meeting adjourn 
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aE ENDCIREREEEE SURPRISE IN CHICAGO 
A PRIVATE, LITTLE 
ISLAND OF YOUR OWN 


For Your Next Meeting 


More and more business executive heads 
are finding that “getting away from it all” 
by themselves in the right place to crack 
a “tough nut” or map out a company pro- 
gram is the soundest sort of business 
investment. 

It would be difficult to find a “righter” 
place than Cat Cay out-of-season. The 
fact that Cat Cay is an island, its prox- 
imity to Miami (only thirty minutes by 
air), the absence of intra-island tele- 
phones, making almost impossible the in- 
terruptions and distractions which are the 
bane of so many conference sites, and the 
facilities for taking care of groups up to 
seventy-five, make Cat Cay little short 
of perfect for business meetings. 

Work mornings, play the rest of the 
day, “sleep like a log” at night and return 
to the office rested and refreshed with 
your business problems licked. 


Write: MANAGER, CAT KEY 


P. Oo. BOX 1191 
MIAMI,FLORIDA 


bol bay G. — 4. W hile The Drake is one of Now $8,000,000 new! No hotel 


America’s most distinguished jn the midwest can match The 


You should know these surprising facts 


about Chicago’s incomparable Drake Hotel 


before you schedule your next 


meeting—large or small... 


hostelries, it doesn’t cost one Prake for unsurpassed conveni- 


cent more than other leading 


ence, location, facilities. 4 major 
hotels to headquarter your i 

2 : meeting rooms accommodating 
meeting here. 


. — a up to 800, plus 16 committee 
. The Drake is “‘alive.”’ Meet- Set 
Atladic Che Leniety tite, Wiley cRiclieeisl dial rooms for functions of 12 to 300. 
gs go > cloc ork an 
[raddhionally evervone enjoys the warm 700 guest rooms. 100% air con- 
Odio {i hospitable service in a set- ditioned. May we tell you more? 
\ - ting of luxuriant comfort. Phone or write for brochure. 


THE G. E. R. FLYNN, ¢ 
Vice President — Sales Ei € TA te 
H. B. RICHARDSON, FZ f 
Convention Manager / HOTEL 


LAKE SHORE DRIVE AND UPPER MICHIGAN AVENUE 
OVERLOOKING OCEAN at ILLINOIS AVE. SUPERIOR 7-2200 * TELETYPE NO. CG1586 


210 MODERN 
METICULOUS ROOMS 


126 ROOMS WITH OCEAN VIEW 


An niaieantien, Intelligent % , CRUISE to NASSAU 


Cooperative Convention Staff ae 4 e i 3 
wane re ¥% via % FLORIDA from Miami 


Fully Complete and Versatile BAdl Every Monday and Friday 5 PM 
igi wake 3-Day Cruise — two nights at sea, 
Convention Facilities two days and a night in Nassau. 4 
.. All outside staterooms, all Meals, 54. 
JOHN R. HOLLINGER ia ‘ the ship is hotel all the way. 
Associate ii Make these fun-packed Round Trip $39 up 
CHARLES W. STITZER ARH : 3-Day ‘Nassau Cruises Air-conditioned dining room and cocktail lounge, 
President ‘G part of your dancing to ship’s orchestra and entertainment. 


Your Inquiries Will Receive Prompt program to help Arrange for your Members to come a few days 
and Personal Attention. ie early...or stay later for needed relaxation... 
Telephone 4-819! by sailing overnight to colorful foreign Nassau. 


FOR COMPLETE INFORMATION WRITE 
P&O STEAMSHIP COMPANY « P.O. BOX 1349 « MIAMI 8, FLORIDA 
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dum went to all concerned giving in- 
dividual assignments, reporting dates 
for a progress report and outlining 
the meeting in brief. Each person 
went to work on that phase which 
was his responsibility. 

In scripting the meeting, it be- 
came apparent that projected slides 
would be necessary to emphasize 
points made. ‘Iwo types of slide pro- 
jection were chosen for variety and 
impact: (1) standard strip film, and 
(2) wide screen projection of spe- 
cially masked 2 x 2 slides. Mac- 
Donald Creative Department was as- 
signed the task of quickly producing 


Skytop Club proudly presents 


these slides and a deadline set for 
their first run through. 

A theme for the meeting was 
selected—AcSELLeration Day—and 
became the pivot point of the entire 
production. An orchestra was en- 
gaged. A line of lovely dancers from 
the Latin Quarter, New York City, 
was booked. Master sketches of stage 
decorations were made by the Crea- 
tive Department, and then to put 
added impact into the meeting, mer- 
chandise and travel suppliers were 
invited to participate in the meeting 
by contributing prizes and trips as 
attendance awards. 


A new concept in resort meeting rooms 


The magnificent LAUREL ROOM ...3000 uninterrupted square feet of 
beauty and sheer comfort. Completely air-conditioned, separately ventilated; 
multiple speaker, low-level address system. Variable lighting up to classroom 
intensity or complete blackout. 12’ x 20’ stage. The newest of 12 handsome, 
private meeting and dining rooms. 


OPEN ALL YEAR. Every possible recreational activity is here in the seclusion 
of our 5500 acre estate, including a championship 18-hole golf course. 
Skytop is only 3 hours by car from New York or Philadelphia. Serviced by 
main line of D.L.&W. Railroad, and American, Eastern, TWA and Allegheny 
Airlines, N.E. Ext. Pennsylvania Turnpike and other fine highways. 


WRITE FOR CONFERENCE BOOK 


ShYTOP CLUB 


Secluded in the Poconos 
Box 30, Skytop, Pennsylvania Phone: Cresco 7401 
Wm. W. Malleson, Jr., General Manager 
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Through committee meetings, the 
counsel of Harry White and the 
backing of the New York Sales Execu- 
tives Club, promotional plans were 
agreed upon. Target was top attend- 
ance of club members. ‘Iwo problems 
were recognized. The club season was 
drawing to a close. Attendance at 
meetings was falling off due to vaca- 
tion schedules and other summer ac- 
tivities. A second hazard was that 
the meeting date followed a Memorial 
Day week end. Many members would 
be slow to return to their desks, and 
because they lost a work day, Fri- 
day, they would be less inclined to 
contribute two hours of their time to 
attending a meeting. 

These promotional plans were 
agreed upon: 

1. An immediate announcement by 
the club president at a regular meet- 
ing of AcSELLeration Day plans. 

2. A four-page two-color broadside 
11 x 17 was designed as a self mailer. 
It outlined the target of the meeting 
with dual emphasis on both the busi- 
ness importance of a presentation of 
case histories of successful sales in- 
centive programs, and also the fun 
planned and prizes and trips to be 
awarded. This mailing went to club 
members two and one-half weeks be- 
fore the meeting date. 


The New Air-conditioned 


General 
Oglethorpe 


HOTEL GOLFCLUB COTTAGES 


The new ownership of this fine 
resort has Million Dollar-ized the 
property . . . Hotel is 100% Air 
Conditioned New Exposition Hall 
seating one thousand plus num- 
erous other meeting and Dining 
Rooms. 18-hole golf course on 
our own grounds, giant outdoor 
pool, boating, fishing, tennis, 
dancing. Attractive convention 
rates. Write for color brochure 
and information. 


LOYD BUMPAS 
General Manager 
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3. Self-mailer meeting announce- 
ment was designed to be bound into 
the center of the club bulletin The 
Executive. A week and a half before 
the meeting, this bulletin carrying a 
front cover story of the meeting, and 
illustrated by a beautiful Can Can 
dancer with the broadside bound in 
the center of the bulletin, was mailed 
to all club members. 

4. At two meetings immediately 
preceding AcSELLeration Day, the 
president made reminder announce- 
ments regarding the AcSELLeration 
Day program and a “table tent’’ re- 
minder was placed on each banquet 
table. 

5. Morning following Memorial 
Day week end—June 2, day before 
the meeting—two items landed on 
each member’s desk at his office. First, 
a post card was mailed to remind the 
member to phone for a reservation. 
Second, a colorful post card which 
talked fun and attendance awards. 

6. A telephone committee had been 
at work calling club members for a 
week prior to the meeting and spent 
hours Monday, June 2, in reminder 
calls. ‘These calls were continued 
through the morning of June 3, meet- 
ing date. 

7. An important head table list of 
key executives who were known to 


NEXT TIME... 
make ita 


SCHIMMELvention 


at the 


WICHITA 
KANSAS 


r conditioned 
drive-in registratior 


and adjacent parking 


“Fe HIMMELventior 


Convention at any of the centrally- 
located Sch Hotels 
SCHIMMELservice is immediate, per 
sonal service—so important to the suc- 
cess of your function. Next time—make 
your meeting memorable make it a 
SCHIMMELvention 
HOTEL CORNHUSKER Lincoln HOTEL BLACKSTONE Omaha 
© HOTEL LINCOLN-DOUGLAS Quincy, Ill. 
© THE TOWN HOUSE, Kansas City, Kan. 
© HOTEL CUSTER, Galesburg, Ill. 

SEND FOR FREE CONVENTION 
PACK—plus PROMOTION KIT to help 
you make your next function an outstand- 
ing success! 


write SCHIMMELvention 


HOTEL LASSEN — _ WICHITA, KANSAS 
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have been prominent users of in Had every t detail been worked 


centives were invited. Their very at- out with hotel management? Were 
tendance would insure interest on slides eady projectors 

the part of club members. proper screen on order?) Ea 

8. Top airline executives, promi- member spent Sunday afternoon go- 


1 il 


nent travel incentive suppliers, were ing over his check list supplied by the 


invited to attend and to bring thei meeting producer to insure for hin 


staff members. self that his phase of the meeting was 
Stage was set. been ready. 

planned and promoted. Third, last Monday morning, June 

and most important element was the meeting was held. Each n 

production itself. ported on his preparedness 
Production staff converged on the for assistance where he 

Roosevelt, Sunday, June 1. Eacl The meeting adjourn 

member carried a check list | member going his way to 

elements necessary for the meeting. I preparations. A 

(Was every piece of scenery ordered? m 1g was held a 


Thanks boss! You said the people at 


WILDING were specialists in planning 


sales meetings and they sure are! 


WILDING 


PICTURE PRODUCTIONS, INC. 


CHICAGO NEW YORK - DETROIT CLEVELAND 
CINCINNATI PITTSBURGH TWIN CITIES LOS ANGELES 


Groups of 25 to 530 enjoy the ideal 
accommodations offered here: 


e Entire hotel 100% Air- 
Conditioned. 

e Only New York hotel with a 
fully equipped theatre; 530 
comfortable, spring-cushioned 
seats. Can be set up s 
room, auditorium o; 


Hproof meeting rooms 
that can be expanded to suit. 


Closed circuit telecasts. 


Superb catering facilities— 
luncheon, banquet or cocktail 
party. Chefs of world renown. 
1200 rooms, air-conditioned 
and thermostatically controlled 
for year-round comfort for out- 
of-town guests. Private bath, 
radio in every room. TV. 

Owner - Management assures personalized 


service. Arrange 1958-59 bookings now. Write 
to Director of Sales for illustrated brochure. 


BARBIZON-PLAZA 


Overlooking Central Park. Just 2 blocks to New Coliseum. 
106 CENTRAL PARK SOUTH AT 6TH AVENUE, NEW YORK 19, N.Y. 


now: you CM MEET in Jamaien! 


PREMIERE SEASON 


COMPLETELY AIR-CONDITIONED 
MAMMEE BAY. OCHO RIOS, JAMAICA, B.W.|I. 


LOW SUMMER RATES NOW IN EFFECT 


[ Now—for your conference— 
all the special charm of 

| Jamaica dramatized in one 
new, complete-in-itself 

| resort hotel—the ARAWAK 
..». designed with meetings 

| in mind! Entirely air- 
conditioned, with 176 baiconied 

| guest rooms; flexible, 
modern meeting rooms, 

| advanced equipment and 

| convention trained staff; 
700-foot Caribbean beach, 

| free form pool, tennis courts, 
putting greens, yacht 

| anchorage, Freeport Shoppe, 
fine dining rooms and cocktail 

| lounges; and the spectacular 

| LIMBO ROOM Night Club. 

' 

' 


Golf at Exclusive Country Club! 


ds 4 


Brochure and /iterature available on request. For information: 


Hotel where The E. F. MacDonald 
Company, meeting producer, com- 
pared last-minute notes with Harry 
White, representing the club staff, 
John Hubbell, representing club 
members, and the Roosevelt manage- 
ment. Final script was approved, in- 
troductory speeches were carefully 
edited and the master time table ap- 
proved. 


Face-Lifting 


In the meanwhile the ballroom was 
undergoing a face-lifting operaticn. 
Decorators swarmed over the balcony. 
The stage was being transformed into 
a Parisian scene, including the Eiffel 
Tower. Balloons were being inflated, 
crepe paper artfully suspended from 
the chandeliers and prize awards gift 
wrapped. Difficulties arose regarding 
table settings, attaching scenery to 
the ballroom walls, and slides that 
would not project properly on the 
screen selected. Each problem was 
solved. Gradually the stage was set. 

At 3 pM rehearsals began and were 
stop watched to well past midnight. 
Menu was checked and a final con- 
ference held by committee members. 
At 8 AM, morning of the meeting, the 
ballroom presented a busy scene of 
organized _ confusion. Projection 
screen was exchanged for one that 
could handle wide screen projection 
as well as standard slide projection. 
A new projector was zeroed in. A 
staff of stenographers were busy typ- 
ing the final script, deleting those 
elements stop-watched out to keep the 
meeting to its split-second timing. 

Waiters scurried busily about ban- 
quet tables. Special French menus 
were placed at each plate—menus 
flown from Paris and bearing the 
famous Maxim’s of Paris cover but 
with a special inside spread outlining 
the program and presenting the menu 
in French with acknowledgments 
printed on the back. French Tourist 
Bureau decorated the speakers’ table. 
At each plate favors were placed— 
noise makers, art brochure printed in 
Paris—and tables numbered to ac- 
commodate the capacity attendance 
that was hoped for. 

Orchestra wearing French smocks, 
flowing ties and berets began rehears- 
ing at 9:45 am. Latin Quarter Love- 
lies arrived at 10:30, donned their 
French costumes and rehearsed on the 
stage. Electricians connected provin- 
cial French lamps that ringed the 
ballroom. 

Special lighting effects were ad- 


justed. Spotlight operator was taken 
through his cues and rehearsed the 
action with his lights. Projectionists 


NEW YORK: Leonard Hicks, Jr. & Associates | MIAMI: Leonard Hicks, Jr. & Asso. 
65 West 54th Street « Circle 7-6940 ' 7630 Biscayne Bivd. « PLaza 4-1667 
CHICAGO: Leonard Hicks, Jr. & Associates « 505 N. Michigan Ave. « MOhawk 4-5100 
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THE LARGEST 
CONVENTION HOTEL 
IN THE CARIBBEAN 


Now Open 


habana) MWR hilton 


Li, N 
HAVANA*+CUBA 
COMPLETELY AIR-CONDITIONED 


ee 


ay 


630 air-conditioned rooms all with private 
baleony for dining and entertaining 
Meeting rooms for 100 to 1850 

Banquet facilites for 50 to 1300 

Closed circuit TV 


9 ag Baw 


Swimming pool and Cabana Club with out- 
door dining terrace 

Casino 

Golf privileges 

No passport or currency problems 


Now is the time to plan next year’s convention in gay 
Havana ... one of the world’s most fabulous cities. Only 
4¥,, hours from New York by air. 


For information or literature write: 


Sidney A. Kirk, Sales Manager, The Habana Hilton, Miami Of- 
fice, Dupont Plaza Center, Miami 32, Florida, FRanklin 9-3427. 


FOR THE MOST STIMULATING | CONVENTION] You’vE EVER HAD! 


J 
\\ COBANA " HAVANA 


Your men will get more out of a sales meeting or con- +3 


Further, Cubana helpé you plan all activities—business 
vention in Havana or Varadero. You'll get more out of 


or pleasure — makes suggestions for accommodations, 


them. They'll relish the novelty of Havana’s “old world- 
new world” setting, the invigorating climate, the most 
= modern new hotels, the many facilities for work . . . for 


= 


tours, night club and casino visits. Cubana prepares pre- 
convention literature and sends it direct to salesmen to 
keep them on their toes and “rarin’ to go.” Best of all 


sun and fun. ... for an overseas convention, the costs are less than you'd expect. 


It’s a package deal that packs a lot of sales incentive. 
exclusive use, paints your name on them in big letters, ay FREE! Send a reservation for the informative, illus 


: P P : a trated file folder, ‘A Brief case for holding your 
decorates the interiors with your signs, slogans, cam- "pe: Convention in Cube.” It’s crammed with ideas fer 


Cubana assigns as many planes as you need for your 4 
- planning the best convention you've ever had. 


paign material. These chartered planes—modern Super 
G Constellations or Prop-Jet Viscounts—take off from the ~, 
place you designate, fly swiftly and pleasantly to your Nas 
chosen destination. Arrangements can be made for exciting 
refreshments and delicious meals aloft. 


Write Dept. ME 


, CUBANA AIRLINES 


Executive Offices: 625 Madison Ave., New York 22, N. Y. @ Plaza 3-0516 
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ADD PERSONALIZED PUNCH 
TO YOUR SALES PROMOTION 


Advertise with 


AavetlES 


Fires-up sales and decile: 
conventions! for Executives 


Valued as busines 


& 


ALLIS CHALMERS 


Dealers 


MILLER BEER. 


“Adver TIES" WILL BE SPECIALLY MADE te 
faithfully reproduce your Trade Mark, Slogan, or 
your Product . . « Many progressive-minded con- 
certs, National and International, are regular 
users of “Adver TIES”. 


This high-grade neckwear Is de- 
signed to your specific needs on 
Regular or Bow Ties—styled with 
‘dignity’ or with the ‘unusual’ 
touch... HAND MADE of high- 
est quality to give ‘zest’ to your 
| sales program, convention, new 
product, or any special event... 


Write TODAY for details, Fur- 
nish ad samples and give esti- 
mated quantity. 


AMERICAN 
NECKWEAR MFG. CO, 
Dept. MS 
5127 N. Christiana Av. 

Chicago 25, Ill. 


TRADE MARK 


LAS VEGAS ON THE STRIP 


. : 


World’s largest 
and most luxurious 
resort hotel 


Complete convention 
facilities — for groups from 
25 to 1,000 persons — are 
now available in Las Vegas 
at the lavishly beautiful 
Stardust Hotel. Ideal 

for sales presentations 
and shows...where 

peak workloads can be 
combined with pleasure for 
greatest efficiency! 


Write for information 
regarding special Stardust 
convention programs. 


J. R. (oe) Cunningham, 


GENERAL MANAGER 


Mark Swain, 


DIRECTOR OF SALES 


John Monahan, 
NATIONAL CONVENTION 
MANAGER 


Telephone DUdley 4-6350 
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hurriedly set up their equipment and 
checked their slides for sequence and 
focus. Flower carts were stationed 
strategically at the entrance of the 
ballroom. Club staff moved in at 


11:00. 


All during the morning the num- 
ber of advance registrations slowly 
mounted. Finally word came that 
complete capacity had been reached. 
There would be many disappointed 
members who could not be accommo- 
dated. 

A final huddle with all production 
participants, and at 11:30 the doors 
swung open to guests. They were 
greeted at the door by Latin Quarter 
Lovelies in Can Can costumes. A 
boutonniere was pinned to each mem- 
ber’s lapel. In the ballroom lights 
were subdued, candles glowed on 
each table, the orchestra was playing 
soft Parisian music. Quickly the ball- 
room filled. By 12:15 hundreds who 
had failed to phone in their advance 
reservations were turned away. 

One thousand club members tilted 
back their chairs to enjoy the meet- 
ing. A French gendarme in authentic 
uniform directed last minute traffic. 
In an adjacent suite the speakers’ 
table assembled, and promptly at 
12:15 marched to their tables in the 
balcony to the strains of ‘Pomp and 
Circumstance.” 

French luncheon was served. At 
12:40, following an introduction by 
the club president, the uniformed gen- 
darme with the assistance of French 
beauties, awarded 50 attendance 
prizes. At 12:50 the president rapped 
for order and introduced the head 
table, stated the business purpose of 
the meeting and introduced Sam 
Lebensburger to introduce the pro- 
gram. 

Precisely on cue, “Why Incentives 
Make Sense” was presented from the 
stage with live narration and drama- 
tized with color slides using cartoon 
characters. Twenty-one minutes later 
the second speaker was introduced 
by a dialogue bridge, and Tom Mc- 
Guire presented the case for travel 
incentives — again illustrated with 
wide-screen slides. At 1:45 the meet- 
ing moved into its finale with the 
invitation to “enjoy the thrill that 
salesmen have when they journey to 
Paris as the rich reward for a selling 
job well done. Visit the Folies Ber- 
geres! .. . We couldn’t take you to 
Paris so we have brought Paris to 
you. .. . Hold on to your chairs, and 
fasten your seat belts because here we 
go to Gay Paree!” 

French dancers swirled out on to 
the stage and presented a rousing 
finale, concluding with a Can Can 
kick while the orchestra played a fast 


SALES MEETINGS/Part II 


tempo. Streamers shot out over the 
audience, confetti drifted down from 
the balcony. Balloons cascaded from 
their net anchorage. Blank pistol 
shots punctuated the vocal approval 
of the audience, and the dancers 
swirled off the stage to enthusiastic 
applause. 

President John Hubbell after a 
brief summary of the points estab- 
lished by the meeting, invited Elton 
F. MacDonald to join him on the 
stage to receive the club’s coveted ap- 
plause award as recognition for an 
outstanding meeting. MacDonald ac- 
cepted the award on behalf of his 
employes and clients. 

Trips for two to California, cour- 
tesy of American Airlines and Hilton 
Hotels, were awarded. Then a trip 
for two to Cuba was awarded, thanks 
to Cubana Airlines and Havana Hil- 
ton Hotel. At 1:58 the lucky winner 
of a trip for two to Paris, donated by 
Pan American Airlines and the fam- 
ous Claridge Hotel, was chosen. As 
each winner was selected, through a 
drawing by a Latin Quarter Lovely 
from among registration cards of 
those present, the spotlight picked out 
the winner and the gendarme and a 
French dancer escorted the winner to 
the platform where he took his place 
beside a sign which read: “I won a 
trip to California,” “I won a trip to 
Havana,” “I won a trip to Paris”. 
At 2 pm the president announced, 
“Gentlemen, the meeting is ad- 
journed.” 

The orchestra played lively exit 
music as the largest attendance of 
the year to a New York Sales Execu- 
tives Club meeting left the ballroom. 

Trip winners posed with club 
officials and the French dancers for 
publicity purposes, and merchandise 
prize winners crowded around the 
prize display to claim their awards. 

One hour later several hundred 
members continued milling about the 
ballroom asking questions and seeking 
additional information about incen- 
tives and sales meetings. Two hours 
later the stage scenery and decorations 
were struck and the ballroom cleared, 
swept, and ready for its next meeting. 

In the words of John Hubbell to 
the meeting planners, ‘““You produced 
a meeting for one of the most ex- 
perienced groups of meeting produc- 
ers in the world. You warmed them, 
you enthused them and they learned 
a lot.” In producing a sales meeting, 
what greater reward can you ask? 

Crumpled, dog-eared script and 
dictator’s timetable were slipped into 
a file folder, a rubber band snapped 
around it and the staff went home. 


¢ 
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Completely rtir Conditioned 


NEW MIAMI BEACH & 
EXHIBITION HALL’ 


ACCEPTING BOOKINGS BEGINNING OCTOBER 1,1958 


covering nearly five acres! 


meneame 


LARGEST IN T 


This magnificently designed structure will have an overall floor area of 200,000 square feet, of 
which 108,000 will be unobstructed exhibit space. Its planned versatility and flexibility make 
it ideal for a wide variety of entertainment events, trade shows and conventions. 
e Will seat up to 15,000 © Portable stage and rigging 

10 Meeting rooms with seating capacities up to 825 

Modern catering facilities © All utilities available 


Completely air conditioned © Parking area for 3500 cars 


Centrally located © Registration facilities © Offices 


— The Worid's Largest Concentration of Hetels and Apartment Buildings in the 
immediate vicinity of the Exhibition Hall creates an extremely favorable condition for visiting 
organizations and gate-receipt events. Within the city, for example, there are 30,400 hotel 
rooms and 24,000 apartments. These range from luxurious oceanfront penthouses to secluded 
efficiency accommodations. This combination of housing and exhibition facilities places Miami 
Beach in the spotlight as one of the truly great convention and show cities of the world. 


THE PRESENT MIAMI BEACH AUDITORIUM, 
with a seating capacity of 3,534, is south and adjacent to the 
Exhibition Hall. Together the two buildings will provide 173,105 


FOR ILLUSTRATED BROCHURE. square feet of exhibit space and accommodate 1,039 booths. 
DETAILS AND FLOOR PLANS 
contact CLAUDE D. RITTER, Manager 


Miami Beach Exhibition Hall « Miami Beach Auditori @ 1700 Washington Ave. * Miami Beach 39, Florida * Phone: JEfferson 1-0436 
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HUMOR is an important ingredient 
in Armstrong's presentations. Skits 
such as this one presented at a con- 
vention for wholesale distributors of 
resilier:t flooring enliven the meeting 
and drive home a particular point. 


CREATIVE DEPARTMENT writes most 
of the material as it did for this skit 


enacted during a 
wholesale distributors of Armstrong 
building materials. 
uses films produced by its staff. 


Armstrong Cork Is Deep 


convention for 


Company also 


It maintains its own department to plan conventions, write 


scripts and develop all visuals—from films to stage shows. 


Company goes to outside suppliers for special jobs only. 


‘Today’s trend toward group sell- 
ing, sales meetings and conventions 
has given increased importance to the 
role of communications. "To keep 
pace with competition, modern sales 
management must develop effective 
communications to convey its ideas to 
others. For this reason, companies 
are turning to a wider and more ex- 
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tensive use of audio-visual materials 
which include such 
boards, slide films, movies in sound 
skits, pamphlets and 


things as sign 


and color, 
speeches. 

How is this combination of sales 
management and the development of 
audio-visual materials for sales pro- 
motions handled ? 
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in Meetings 


While there are independent agen- 
cies available for carrying out all 
promotional activities for industries 
or businesses, from making movies to 
producing a sales meeting, some com- 
panies—particularly large and- multi- 
product companies preter to estab- 
lish and maintain their own internal 
organizations to handle this work. 

Armstrong Cork Company, Lan- 
caster, Pa., is a strong advocate of 
the latter. Its internal organization 
for handling special promotions such 
as sales conventions and for making 
movies and other audio-visual mate- 
rials is called Special Promotions. 

Why does Armstrong prefer an in- 
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HERES WHY THE SMARTEST HOMES 
‘PF SOUND’ CONDITIONED 


| LOVE MY WIFE - BUT 
OH. THOSE KIDS/ 


THEY RE COVERING 


THEIR CEILING WITH QUIET 


STAGE was divided into three different sets for skit at building materials wholesaler convention 


side organization to handle this work 
and can the overhead of additional 
people and equipment be justified ? 
Principally, the high degree of di- 
versification of Armstrong precludes 
the possibility of an outside organiza- 
tion doing as effective an over-all job 
aS persons intimately associated with 
the business, says a company spokes- 
man. ‘‘“Armstrong manufactures some 
350 products in the lines of building 
materials and flooring, packaging and 
industrial specialties. ‘To learn this 
business intimately is a large order 
even for a person directly associated 
with the company. It would be a tre- 
mendous job to have to translate the 
company’s aims and operations to an 
outside group each time the company 
has a project. There are too many 
divisions and too many projects.” 
Also, it is felt that actual employes 


MODERN 650-seat auditorium has professionally equipped stage. 
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of the company would be able to con- 
trol the projects more effectively and 
do a better job. Ideas used for one 
division tor conventions or other pro}j- 
ects are often applicable for anothe 
division with a few variations. ‘Then, 
too, ideas tend to snowball from close 
association with the subject. 


Know People and Problems 


Intimate knowledge of the prob- 
lems and people help make skits used 
in sales meetings and conventions 
more believable, more pointed and the 
whole project more integrated. Satire 
and humor injected into some of the 
skits come through better because the 
audience can recognize situations and 
types of persons being caricaturized. 

Armstrong feels that its use of 


audio-visual materials, sales mee 
and conventions has increased to 

point where it is making a substantial 
saving by having its own organization 
do the work. j 


ects against a staff member's 


’ 
There are enough proj- 


to make the salary insignificant 

lation to costs of projects if they had 
to be sent out. Cost of films for ex 
ample has been cut by almost 50%. 
The company gradually has acquired 
i large amount of equipment neces 
sary for this kind of work. Its invest 
ment is large but the money spent is 
fairly insignificant when averaged out 
over the number of projects that have 
been completed since the equipment 
was bought. By investing in equip 
ment, the company does not have to 
pay out large amounts in rent. 

How is Armstrong’s Special Pri 

motions group set up? 


DISPLAY AREA outside auditorium features permanent exhibits. 
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UNUSUAL IDEAS 


to impress the press 
to ‘sell’ the salesman 
to consume the consumer 


SSSesesessss=>: F sees: UNUSUAL 
INDUSTRIAL SHOWS IDEAS Inc. 
BUSINESS PARTIES 853 Seventh Ave. z 
SALES MEETINGS New York City 


Circle 5-0687 
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New Outdoor Galwater 


SWIMMING POOL 


4 


NINE 


hk Shelburne 


BOARDWALK AT MICHIGAN AVENUE ATLANTIC CITY 


Spacious guest rooms (air-conditioned) fresh and salt 
water baths. Private beach cabana colony. Boardwalk 
Lounge. Famous Shelburne Dining Room. Golf on two 
courses. 

Ten magnificent meeting rooms featuring GRAND BALL- 
ROOM and KERRY HALL. Seating capacity 1000. Banquet 
capacity 600. 


Write MARCUS FORD, Vice President in Charge of Sales 
Telephone ATLANTIC CITY 4-8131 | 


For better and BETTER 
SALES MEETINGS 


¢ CONVENIENT DOWNTOWN LOCATION 

* 2 FAMOUS RESTAURANTS — COFFEE SHOP 

e MEETING ROOMS — SAMPLE ROOMS 

¢ TWO BALLROOMS — ENTERTAINMENT 
OUTSTANDING GUEST ACCOMMODATIONS 


Phone: FEderal 3-2/8! 


rid Teletype: MP 423 
TERETE A 
sie Secs IF 


Members of Special Promotions 
Section have a thorough knowledge 
of the company’s business and meth- 
ods of operation. They operate as a 
task force on many types of projects 
—as a group, or as individuals who 
become writers, directors or pro- 
ducers as the occasion demands. This 
section is part of the advertising, pro- 
motion and public relations opera- 
tion. Max Banzhaf is director of the 
operation. Craig W. Moodie is man- 
ager, Advertising and Promotion De- 
partment, and Donald G. Goldstrom 
is manager, Special Promotions Sec- 
tion. All of the persons hired for this 
section are potential management 
prospects, rather than being show 
business people. 

Special Promotions is able to 
broaden its reach by utilizing services 
of the company’s large staff Services 
Department, which include Photo- 
graphic, Art and Decoration and Dis- 
play Sections among others. Decora- 
tion and Display Section is fully 
equipped to construct beautiful room 
settings to display materials and to 
offer technical interior decorating as- 
sistance for various projects. This 
section also constructs sets and stag- 
ing for conventions, sales meetings 
and films. An Art Department gives 
access to a variety of sources for 
slides, animation, charts, displays and 
other related materials and services. 

Special Promotions also has access 
to a well-trained company chorus and 
other personnel for sales meetings and 
conventions. ‘Through the years a 
pool of highly polished performers 
has been built up so that they can be 
used for conventions, meetings or for 
movies. An orchestra comes in to 
play for the conventions but it is the 
only large outside group necessary. 
Director of the orchestra helps with 
musical arrangements and the or- 
chestra itself is called in only for the 
dress rehearsal and the actual con- 
vention. 

Over the years, Armstrong has ac- 
quired a large amount of production 
equipment which includes a_ large 
auditorium with complete and mod- 
ern equipment, cameras, recording 
equipment and all other parapherna- 
lia necessary for this kind of work. 

The auditorium and its vast amount 
of equipment and the staff's experi- 
ence in this field are the two impor- 
tant reasons for Armstrong’s success 
at staging its own sales meetings or 
conventions and producing its own 
films and special promotional events. 

Goldstrom points out that because 
of the completeness of the auditorium 
and stage, Armstrong has wide lati- 
tude in the type of presentations it 
can make. It is not generally re- 
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WHERE BUSINESS 
IS A PLEASURE 


.. . 365 DAYS A YEAR 


In the beautiful POCONOS . . . only 
3 hrs. from N. Y. or Phila. Unsurpassed 
facilities for any Convention, Meeting 
or Group Outing. Comfortable rooms, 
superb cuisine ... and don't over- 
look either, the excellent sports & 
recreational facilities. Dancing every 
evening in our magnificent “Club 
Suzanne” . . . the largest night club 
ballroom in the Poconos. 


o 
Informative f li 
24 Page 
lor Booklet lodge 


on request 


MOUNT POCONO 44, PA. 
PHONE: MT. POCONO 3551 


A WHOLE CONVENTION TOWN 
for 50 to 800 under one roof 


EASY TO PLAN 
Resident Convention Manager 
Seried Assembly Rooms 
Public Address Systems 
Committee Rooms 
Banquet Hali— Ballroom 
Exhibit Areas 
Roof Garden Suite 
Private Receptior: Suites 
Spacious Bedrooms 
24-hour Room Service 
Barber Shop * Health Baths 


FUN FOR WIVES 

Special Programs 

Luncheon Parties 

Card Parties 

Fashion Shows 

Couturier Shops 

Sundecks * Buffets 

Lobby Concerts 

Beauty Salon 

Luxury Service 

Nightly Dancing 
Write for free Convention Organizing 
Folios—Coordinating folio for General 
Chairman—separate folio to guide 
each special chairman 


HOTEL DENNIS 


Boardwalk at Michigan Avenue 
Atlantic City 
ATlantic City 4-8111 
John Leishman, 
Convention Mgr. 
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stricted by having to adapt the show 
to the auditorium and equipment. 
Many companies have to go out to 
rent a banquet hall or auditorium and 
then they are limited by the size of 
the hall and the facilities. 
Armstrong opened its auditorium 
in the general offices at Lancaster, 
Pa., in 1949. Utilizing the most mod- 
ern materials, decoration and design, 
the 650-seat structure has a profes- 
sionally equipped stage, public address 
and lighting systems, facilities for 
broadcasting, and an electric organ. 
It is constructed as a unit, with foyer, 
cloak rooms and a large display area 
where permanent displays of the more 
than 350 company products are ex- 


hibited. 
Outstanding Stage 


It is equipped with outstanding 
stage, projection and lighting facilii- 
ties. An unusually spacious fireproof 
eight-port projection booth com- 
pletely treated acoustically — fea- 
tures the projection setup. Complete 
stage and decorative auditorium light- 
ing is available with switchboard con- 
trol to obtain an infinite number of 
lighting effects and combinations for 
any type of stage production. 

The opening of the stage inside the 
proscenium arch is 22!/, feet high and 
44 feet wide. The stage has a disap- 
pearing lectern. An inter-auditorium 
communication system from stage to 
projection booth and control booth at 
the rear of the auditorium is avail- 
able. 

Other facilities in connection with 
staging include a completely equipped 
loft space, two tiers of dressing rooms, 
a prop room, and a radio control 
room. In addition, separate from the 
auditorium but directly connected to 
it by a passageway, are complete prop 
and scenery construction facilities. A 
screen 11 feet high by 30 feet long 
can be masked for any proportions 
from standard to Cinerama. 

However, even with all the know- 
how and equipment there are still 
times when it is best to seek outside 
services for certain projects. All fin- 
ished art work is finished by outside 
individuals or studios, because the 
time involved does not justify the in- 
creased personnel that would be 
needed to handle it. By going to out- 
side firms variety is also achieved. 
There are enough members within 
the section to handle most of the 
writing assignments but specialists 
are sometimes called in for special 
projects. 

Film editing which requires spe- 
cial skills and equipment is also done 
by outside firms. It would not be 


LET’S MEET IN 


LONG BEACH 


..in the heart of 


SOUTHERN CALIFORNIA 


Where you CAN combine 
business and pleasure 


‘‘call the meeting to order’’ 


¥ Wonderful year round climate 


1 Conference Rooms and Convention 
Halls to accommodate groups of 6 
to 6000 


1 Experienced staff with plenty of trade 
show “know how” to help you. 


q Excellent Hotel Facilities . . .. 
adjacent to Auditorium 


‘meeting adjourned”’ 


q Visit Disneyland, Marineland, 
Fun Zone or myriad other 
Southland attractions. 


q Swim, fish, sail, play golf, bowl 
or partake of our other 
recreational facilities. 

q Enjoy dining, dancing and 
entertainment in dozens of renowned 
restaurants and night clubs. 


LET US HELP YOU PLAN YOUR NEXT 
CONVENTION, CONFERENCE OR TRADE SHOW 


LONG BEACH 


Municipal 
Auditorium 
Long Beach, 
California 


Convention and 


BEYOND YOUR IMAGINATION 


yet right in the 


CENTER OF AMERICA! 


KENTUCKY FAIR 
EXPOSITION CENTER 


Facilities to fit your meeting needs. 


357 acres. 22 acres under roof. 
Coliseum will seat up to 20,220. East 
Exposition Wing — 223,500 sq. ft. of 
exhibiting space. West Exposition 
Wing — 184,600 sq. ft. of exhibiting 
space.* Also, Meeting Rooms — 
capacity: 840, 320, and 680. Stadium 
has seating capacity of 25,000. 


Let us plan with you for your 
future: 


CONVENTIONS ¢ TRADE ASSO- 
CIATION SHOWS « COMMER- 
CIAL EXHIBITS * LECTURES « 
SPECTACLES * CONCERTS »* 
OPERAS « CIRCUSES « HOBBY 
SHOWS «¢ RELIGIOUS MEETINGS 


e HORSE SHOWS «+ SPORTS 
SHOWS 
Write for the full story on “The Center of 
America.” 


FAIR "AN D 
EXPOSITION 


CKY “2 CENTER 


™ Jellorson 


otel 


ATLANTIC CITY. N. J. 


Outstanding Facilities 
at Sensible Prices 


If you plan to hold a convention or sales 
meeting in Atlantic City, it will pay to 
investigate the facilities at the Jefferson 

. . Atlantic City's leading moderately 
priced hotel. Famous for its excellent 
cuisine and outstanding facilities, the 
Jefferson's completely trained convention 
staff is your assurance of a most success- 
ful meeting. 


@ UNEXCELLED LOCATION 
—in the heart of the resort, 
convenient to railroad and 
bus terminal. 

@ BANQUET ROOM — seat- 
ing 880 persons. 

@ SEPARATE MEETING 
ROOMS accommodating 36 
to 350 persons. 

@ EXHIBIT SPACE of over 
13,000 square feet. 

@ SOUNDPROOF, AIR-CON. 
DITIONED auditorium. 

@250 COMFORTABLE 
ROOMS in the Jefferson 

@ EXPERIENCED STAFF to 
handle all details. 


Harold L. Miller, General Manager 
Telephone: 5-0141 


Jefferson Auditorium 
Atlantic City’s Newest & Finest 


Completely Air Conditioned 


——— 


COLORADO" . BEAUTIFUL 
ESTES PARK 


VA First choice for really exclusive, effective sales 
meetings and conventions . . 
natural wonders of Colorado's Estes Park. Women 
love it! Private golf course, swimming —_ trout 


lake, stables . . . all sports. 7 
men 
*Facilities for 80 Miaiamet 
ois * @ Ample meeting rooms \ 
> " @ Low-cost American plan 
a Meck ® Rates on request 4 


; ® Ideal for family vacation ¢ 


; - AMANI MGENI UWANDA 


520 N. Michigan Ave. © Room 912 © Chicoge 11, III. 
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. luxury amid the 
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feasible for Armstrong to invest in 
expensive equipment and _ specialized 
people’ needed for this highly special- 
ized type of work. 
The company 
help ior jobs Special Promotions does 


also seeks outside 
not have time to do or does not want 
to do. For example, a film directed 
“Decorate Fo 
Living”’ a movie telling how to 
decorate homes was too big a pro 
duction to be handled internally. It 
required too many sets and too many 
skills such as lighting, 
and casting. 

That is one of the 
Special 


at consumers such as 


sound, color 


reasons that 
nembers of the Promotions 
Section are trained to be 


so that they will have 


producers 
or directors 
the managerial skills needed to co 
ordinate outside projects. 

What is the procedure involved in 
carrying out projects? 

Special Promotions sets up a yearly 
schedule about the time budgets for 
the preceding year are set. Schedule 
is built around four fixed dates fo 
there are always four sales conven- 
tions to be produced and a number 
of films planned by the Advertising 
Department. Many other projects 
arise during the year such as movies 
and slide films and special promo- 
tional projects. 

Major projects are sales 
tions. —Two largest conventions are 
floor and building materials conven- 
tions for wholesale distributors of the 
Armstrong line. These conventions 
have become famous throughout the 
trade because of the interesting man- 
ner in which they are presented. 


conven- 


“Business managers are interested 
in business problems and ‘solutions. 
We work closely with our own com- 
pany management to present pro- 
grams that are helpful in providing 
our distributors an over-all picture of 
their business, their opportunities, 
and then help set objectives. “That’s 
why our attendance increases every 
year,’ Goldstrom says. ‘While 

consider these conventions business 
meetings, we strive to make them as 
possible by use of 
music, as well as 


entertaining as 
skits, films, 
standard graphs and charts.” 

Work on the convention 
about 10 weeks in advance of the 
deadline. Moodie and Goldstrom get 
together with members of the sales 
staff of the division holding the con- 
vention for a preliminary discussion. 
At about the third meeting, they be- 
come specific and start developing an 
outline. When the outline has been 
completed, writing assignments are 
handed out. Some members work 
with speakers to prepare their 
speeches; others work on slides, skits 


slides, 


Starts 
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and other audio-visuals that appear 
within speeches. An estimated 400 to 
450 slides and 2,000 feet of film are 
used for the average convention. 
About 15 addresses have to be written 
and the convention book 
about 450 pages. Approximately four 
weeks before deadline, rehearsals 
start. It takes about six weeks for 
writing, production and rehearsals. 


averages 


Professional Appearance 


Sales conventions are timed down 

.to the minute and present a highly 
professional appearance. Even major 
speakers rehearse so that conventions 
adhere to the schedule. People who 
attend not only gain useful informa- 
tion that will help them with thei 
business but they are given it in an 
interesting manner. “We try to pace 
a two-day meeting by integrating good 
speech materials with skits, slide pres- 
entations, motion pictures and occa- 
sional use of music,” Goldstrom says. 
“We are limited in this area only by 
our own imaginations.” 

Special 
presentations to be carried to whole 
salers and retailers in the field—suct 
things as clinics to help them bette: 
manage their business. Another pro}- 
ect carried out by Special Promotions 
was a closed-circuit television color- 
cast for architects, builders and deco- 
rators. The section produces 30 films 


Promotions also produces 


a year and writes speeches and presen- 
tations for special meetings members 
of the organization attend throughout 
the year. 

Special Promotions not only pro- 
duces movies, strip films and slides 
for every division of the company, it 
also keeps them up to date, discarding 
those that become obsolete and pro- 
ducing replacements. This is a large 
task in itself considering that there 
are about 75 movies and strip films 
available for circulation. Variety of 
these films is extensive. ‘They include 
sales training films, product and sales 
promotion films, how-to films, sales 
meetings films and technical films. 


Internal Group 


Goldstrom says an internal group 
to handle audio-visual needs and spe- 
cial promotions has worked well for 
Armstrong because the company has 
been pioneering in techniques of this 
field for many years. Although Spe- 
cial Promotions Section was not 
formed until 1953, the work had been 
carried on for many years by other 
people in the company. Forming a 
special group for this work has re- 
sulted in tighter coordination, more 
quality and cost savings. # 
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Why New York travel agents 


chose Puerto Rico for 
their summer convention 


Travel agents, better than 
anybody else, know where to 
go—and when. 

Early this summer, the 
New York Chapter of the 
American Society of Travel 
Agents convenes in Puerto 
Rico, where it knows every- 
thing—from climate to ac- 


San Juan Intercontinental, 
the magnificent ballroom can 
be divided into a number of 
smaller rooms for the con- 
venience of conventions. 
Puerto Rico offers exotic 
night clubs and fine restau- 
rants; excellent fishing, golf 
and swimming; unique sight- 


commodations—is just right. seeing; fine shops. 

Temperatures in August 
are only 5 degrees higher 
than in balmy January. The 
sun shines 360 days a year. 


Easy to get to 
Puerto Rico is less than 512 
hours by air from New York 
No passport or foreign money 
Modern Convention needed. 

Facilities For details call ClIrcle 
5-1200 in New York, or write 
Tourism Department SM-12, 
Commonwealth of Puerto 
Rico, 666 Fifth Ave., New 
York 19, New York. 

Some organizations that have convened in Puerto Rico 
General Electric American Dental Association 
Plymouth A. C. Spark Plug 
Singer Sewing Machine Co. Westinghouse 
Buick Sealy Mattress Corp. 


Kodak 


There are fine convention 
hotels in this Caribbean para- 
dise. The famous Caribe 
Hilton. The lovely Condado 
Beach Hotel. And in the new 


SERVICE 


is why America’s 
top companies meet at 


SE RVICE is what Manger sells—not just rooms and 
the kind of help that has seating 
arrangements executed perfectly and on time. That has a 
proper P. A. system functioning as it should, set up as 
ordered. That has special tables as ordered, lighting, 
projection and other arrangements as requested —all 
on time, without last-minute makeshift changes and 
compromises. And all this goes along with some of 
the finest meeting-room facilities in the country 
So check with Manger before your next meeting 
see the difference real SERVICE makes! 


facilities! Service 


Convention Department, Manger Hotels 
4 Park Avenue, New York, N.Y. (Dept. A-7) 


NEW YORK CITY ALBANY, WN. Y. | 
The Manger Vanderbilt The Manger DeWitt Clinton 
The Manger Windsor 
WASHINGTON, D.c. “ROCHESTER, N.Y. 
The Manger Annapolis 
The Manger Hamilton 

The Manger Hay-Adams 

BOSTON, MASS. 
The Manger 
CLEVELAND 


The Manger 


Please send me full information about Manger 
Hotels meeting and convention facilities. 


The Manger 
(Formerly The Seneco) 


| 
| 
GRAND RAPIDS, MICH. | 
| 
| 


i 


OO 


The Manger ee ae 
(Formerly The Rowe) es 
Add ——— 

SAVANNAH TT 


The Manger 


BESS oS SSS 
Business 


isa pleasure 
ge 


... when 
meetin gs... conferences 
...forums are held at 


Mistoric 
Williamsburg 


Virginia’s restored colonial capital 
offers an ideal setting for top-flight 
meetings and conference groups in 
all seasons. The Williamsburg Inn 
& Lodge are now joined by a great 
new modern facility, the Williams- 
burg Motor House, to provide fine 
accommodations for groups up to 
400 persons. 

Conference delegates and their fam 
ilies can combine business with an 
in the eighteenth 
Tours of the famous 


enjoyable holiday 
century city. 
buildings, craft 
plantations, gardens, the carriage 


historic shops, 


rides, and complete recreational fa- 
cilities combine to promote full at- 
tendance for meetings at... 


WILLIAMSBURG 
INN & LODGE 


AND 


MOTOR HOUSE 


For booklet and information write: 
William E. Bippus, Hotel Sales Manager, 
Williamsburg, Virginia or call New York, 
ClIrcle 6-6800; Washington, EXecutive 

3-6481; Chicago, MOhawk 4-5100. 
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“WHITE HUNTRESS" welcomed visitors and model awarded pith helmets at safari exit. 


Theme to Do You Justice 


American Viscose evaluates its position in industry it is 


reaching with its exhibit, evaluates competition, selects 


message to communicate and then creates colorful theme. 


BY FRANK T. WILLIAMS 


Manager, Tire Yarn Sales, American Viscose Corp. 


If there is a leading national con 
vention coming up for your company, 
and your aim is to make an especially 
strong impact as an exhibitor, here’s 
ipe for success that we at Ameri 


can Viscose Corp. have put into prac 


1 re 
tice itl tet: lj go sult . 
tice With OUTSTaNnadIng results: 


First, carefully study your company’s 
position in the industry you're talking to, 
evaluate your competition, and decide 
what message you wish to communicate. 

Next, develop a theme that does your 
company and your product justice. Keep 
it simple, but make it strong and, if at all 
possible, make it colorful. 

Weave this theme into all your con- 
vention activities and plan to work the 
devil out of it. Get it into your booth, 
your hospitality suite, and set up special 
events that dramatize it. 

Plan a giveaway at the booth that ties 
in closely with the theme and identifies 
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your exhibit. It can become a traveling 
advertisement for your exhibit as con- 
vention delegates display the souvenir 
around the show area 

As added seasoning to this recipe, back 
up your convention activities with a well- 
planned publicity and promotion program. 
Any press comment you can get for your 
exhibit helps direct convention traffic to it. 

We recommend this formula be 
cause it worked well for us when 
Avisco made its first appearance at 
National Automobile Dealers Assn. 
convention, attended by some 12,000 
people in Miami Beach this year. 

Importance of NADA convention 
to American Viscose Corp. was clear. 
New car dealers from all parts of the 
country were slated to attend the 
1958 meeting and it was an ideal 
place to tell these dealers the story of 
the latest improvements in super 
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rayon cord, reinforcing fabric speci- 
fied for 99% of new cars they are 
selling this year. 

In our recently completed “rayon 
safari,’ a test of rayon truck and 
passenger vehicle tires on safari in 
Africa, we had spectacular new evi- 
dence of the stamina and durability of 
rayon cord tires. Decision to use this 
unique, ‘‘colorful” tire test story 
turned out to be an ideal selection 
for NADA convention. 


African Theme 


With material brought back from 
the tire test by Adrian ‘‘Ace” Wil 
liams, noted explorer and docu 
mentary film producer, Avisco exhibit 
carried out an eye-catching African 
theme complete with native music, 
color movies, and life-sized photo cut 
outs of Watusi warriors. ; 

Avisco’s main exhibit at NADA 
exhibition hall resembled a thatched 
roof African hut. On a screen in front 
of the hut, a rear projector showed 
continuous color movies of the safari 
trucks crossing tortuous mountains 
and valleys of the Belgian Congo. 
Sequences of animal chases and native 
life added suspense to the movie. 

Dealers got a first-hand account of 
the performance of rayon tires in 
Africa from “‘Ace.”’ He refers to the 
wilds of British East Africa, Tan- 
ganyika, and Belgian Congo where he 
safari-tested the tires as ‘“‘nature’s last 
great proving ground.” 

A sample of “tires that conquered 
Africa” was displayed at the conven- 
tion in a large map of Africa on 
which was traced the route of the 
rayon tire-test satari. 

Convention delegates who visited 
the Avisco booth were invited to take 
1 miniature “safari” through a corri 
dor that skirted the rear of the hut. 
Enlarged photographs with captions 
gave the safari-takers a closer look at 
the rough terrain on which rayon tires 
were tested. “Iwo attractive young 
hostesses, dressed as “guide” and 
“white hunter” conducted visitors on 
he junket. 

At completion of the “safari” deal- 
ers were awarded a sun helmet as a 
souvenir. White helmets were appro- 
priate for the Miami weather and 
attracted additional attention to the 
Avisco booth when they were worn 
throughout convention activities. Sun- 
helmet souvenir proved extremely 
popular. Large supply of hats orig- 
inally obtained for the convention 
was soon exhausted. It was necessary 
to re-order souvenirs, once from a 
source of supply in Miami and again 
from a New York City souvenir firm. 
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WHAT’S NEW IN EXHIBITS? 


EXPLORER I—this country’s first successfully-launched satellite. 
has now been given the down-to-earth treatment at the request of 
the U. S. Army. The Defense Supply Service recently ordered 300 
plastic models of the satellite for shipment to college and university 
ROTC units where they will be used to acquaint personnel with 


missiles and missile technology. 


Each of the colorful models measures about seven feet in length 
and is equipped with a specially-designed supporting base which 
raises the units off the floor at a height of about five feet. As shown 
here, in the nose of the satellite model is a cutaway area measuring 
8 x 24 inches, containing a four-color art panel illustrating the major 
components inside the actual satellite—electrical circuits, ‘micro- 
phone, meteorite detector, cosmic ray detector and a high powered 
radio system. All pertinent parts are identified by means of a 


legend plate mounted on the model exterior. 


Design and construction of engineering models is a specialized busi- 
ness. This dynamic technological era has spawned one company 
which, above all others, has become a leader in development ot 
models based on a wide range of complex subjects. This is a group 
which has, during the past few years, completed construction of a 
number of engineering exhibits for information and instruction on 
such highly technical subjects as nuclear reactors and guided mis- 
siles. This is an organization with the skills and facilities to accom 


plish the ultimate in engineering model design. This is Ivel. 


Ivel’s New York operations are supplemented by offices in Cleveland 
and Syracuse. Ivel is represented in Philadelphia, Reading and 


Wilmington by DAILEY SERVICE. 


VEL CONSTRUCTION CORP. 


Designers and Builders of Quality Displays 
53rd St. & First Ave., Brooklyn 32, New York, HYacinth 2-3730 


Ina coNvENTIONL JOP THER? 


FOR MEETINGS: 11 fully equipped meeting rooms seating 10 to 575 
theater-style and 725 banquet style. Three dining rooms. Garden ban 
queting in “The Glen”. Complete up-to-date convention equipment 
including projection and public address systems. 

FOR RELAXATION: A Spacious tropical playground for carefree between 
meetings recreation e Every room with private terrace and ocean 
view e 2 full blocks of private sandy beach e Luxurious pool and cabana 
colony e Golf Driving Range « Cocktail Lounge e Smart Supper Club 
e Delicious meals e Free parking on premises e Fully air-conditioned 
e Turkish Bath e Solaria 


FOR KNOW-HOW: An experienced, imaginative, Convention Staff will 
be on hand to offer you new and helpful convention ideas. 


Write for complete details and illustrated brochure or Phone 
N.Y.: PL 5-3344 Chi: Fl 6-2979 Bost: Li 2-2036 Phila: En 6291 
Chas. Rousseau, 


Mag. Dir. 


Jos. Carbone, 
Dir. of Sales 


mia TH-F MOFPFVU mMr4 MHOOTO 


SPACE... HOTEL +e POOL « CABANA CLUB 
OCEAN AT 98th STREET, BAL HARBOUR, MIAMI BEACH 


POTEET MGSO Rd LP SRT SAARI ELON EY TPR 


Sales 
meetings 
at 

resorts 
get results 


a3 hod eee td 


s 


Spcaenraneentian 


pee 
expe SEAS 
Best In The Midwest 
year ‘round 


Oakton Manor Pewaukee, Wisconsin 


Two hours from Chicago 


year ‘round 


Nippersink MA@NOFP Genoa City, Wisconsin 


One hour from Chicago 


\ Chicago office: 619 North Michigan * MOhawk 4-6750 » Sam Lippert, Sales Manager 
BUFFALO'S MIDTOWN HOTEL GROUP 


MOTE iaNOn = HOTEL SHERATON wLED HANS mAUSIC WoT im serensen wor a WESTBROOK 
TWO BLOCKS OF BANGUET AND CONVENTION FACILITIES FOR 12 TO 1200 PERSONS 
IN 5 TO 500 ROOMS WITH 90,000 SQ. FT. OF EXHIBIT SPACE. 


@ Air conditioned bedrooms 


WRITE FOR INITIAL BROCHURE!! @ Large screen television 
Tom McMann @ Conference rooms 
Director for Sales @ Free parking for 500 automobiles 


@ Drive-in entrances for motorists 


245 ELMWOOD AVENUE * GRant 8035-* BUFFALO, NEW YORK 
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African motif of the Avisco exhibit 
was followed through in a number 
of activities at the convention. We 
invited delegates to two special re 
ceptions during the convention by 
sending them telegrams written in the 


Swahili dialect followed by an 
English translation. Such African 
delicacies as rock lobster, fried grass 


hoppers, and smoked fish were served 


at receptions. At a luncheon tor ex 


ecutives of automotive firms repre 
sented at the NADAr ing, a menu 
of typic: ul African t men was served. 

“Ace,” a veteran of 13 safaris into 
the African inter made good copy 
for Miam eporters covering the 
convention. Stories on the colorful 
explorer and pictures of the Avisco 
booth appeared in local papers. He 
was interviewed on television and 
radio in Mian 1 ng the conven 
tion. Local publicity contributed to 
the steady flow yt delegates to the 
Avisco booth. 

Outstanding s ess of the supe 


rayon tire cord exhibit resulted from 
weeks of caretul planning. 
At a prelin ina meeting of Avisco 


sales and advertising personnel, at- 


tended by advertising and public re- 
lations representatives trom the com- 
pany’s advertising agency, it was de- 
cided that if the ravon ord display 
was to draw crowds, it must be un- 
usual or dramat 


Tough Problem 


S| he rayon ord exhibit faced 
tough visibility problem because it was 
the first time Avisco had entered the 
NADA Convention and further be- 
ause rayol ord i tself could not 
be expected to eate the same degree 
oT interest that wo ld be given more 
spectacular products of the automo- 


tive industry. 

When it was agreed that the story 
of the ravon tire test under actual 
safari conditions offered elements for 
a strong story to new car dealers, 
groups of us at Avisco worked on our 
convention appearance to give a uni- 
fied theme to our activities at Miami 
Seach. 

“Ace” served as a consultant to the 
display company in construction of an 
authentic African exhibit. His knowl- 
edge of Swahili was called upon 
for composition of an invitation to 
delegates. 

A 15-minute color movie was put 
together from footage made by “Ace”’ 
during his trek across the African 
back country. Since the movie was to 
be used in a crowded display area, it 
was done by rear projection and cap- 
tioned rather than made into a voice 
film. 
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East African Information service 
and South African ‘Tourist Assn. 
were consulted for lists of foods popu- 
Africa and available 1 
this country for Avisco’s convention 
luncheon. 


lar in 


Stories and pictures covering 


“rayon safari’ were presented by our 
publicity representatives to a leading 
tire and rubber trade magazine, as 
well as an influential auto consumer 
magazine. ‘These publications ex 
pressed interest in the rayon cord 
stories and by working closely with 
editorial departments of the respective 
magazines, we were able to place 
stories in time to obtain pre-prints for 
distribution at the Avisco booth. 


Distributed to Visitors 


Instead of product literature, these 
pre-prints 
other pro-rayon articles carried re 


along with reprints of 


cently in major magazines were 
distributed to all visitors to our booth. 
We believe this gave us a valuable 
plus. While these pieces all made 
strong sales points tor rayon, it was 
not the manufacturer talking, but 
rather the impartial, expert magazine 
editors 

One thing did threaten our recipe 
tor success as we were preparing for 
the NADA convention’ A crisis arose 
when shipment of a tire from one of 
the safari vehicles hit a snag. When 
‘Ace” had completed his tire test, he 
had sold his safari cars to an Indian 
merchant in Nairobi, Kenya. Avisco 
decided that one of the tires should 
be on display at the exhibit and long 
distance negotiations were begun with 
the merchant to obtain one of the 
tires. Io expedite the transaction, the 
merchant was initially offered a very 
good price for one of the used tires 
on the Landrover passenger vehicle 
which “Ace” had recently sold to 
him. ‘he price apparently was too 
good, because the merchant, not un- 
derstanding the urgent need for the 
tire, began to wonder just why a used 
tire should suddenly become so val- 
uable to ‘Ace’, usually a_bargain- 
minded trader with Nairobi mer- 
chants. 


Hidden Angles 


The Indian merchant felt that the 
offer must have some hidden angles 
and that he should deliberate a while 
on the transaction before rushing into 
it. While he hesitated, opening day 
of the convention grew perilously 
close. Fortunately, a personal friend 
of “Ace” who lives in Nairobi inter- 
vened and the tire reached Miami by 
air freight at the last minute—but in 
time for the convention opening. ® 
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STATE MONTEGO 


PRESENTS 
2 DISTINGUISHED JAMAICA RESORTS 
IN MONTEGO BAY 


CASA MONTEGO 


Newest on the island! 100 air-conditioned 
guest rooms with private terraces overlooking 
beach: magnificent pool, restaurants, dancing 
& entertainment. Fabulous shopping center. 


Catsa Blanca 


And the Casa Beach Club 


Its terraces and promenade literally 
overhang the Caribbean! Beautifully 
appointed rooms...Jamaican and inter- 
national cuisine. Every sports facility. 


incentive Pians, Post Convention Trips... 


These 2 hotels are an ideal combination, and Montego Bay is easily accessible fo all parts 
of the U. S. by plane. For information, write to Robert M. Souers, Managing Director, or 
call our international Representatives, Robert F. Warner, Inc., 17 East 45th Street, New 
York, (MUrray Hill 2-4300) or in Washington, Chicago, Boston, Toronto and London. 


BEVERLY WILSHIRE 


For a successful conven- 
tion... California style! 
Delegates enjoy California 
climate, the Beverly 
Wilshire’s glamorous 
swimming pool, tennis 
courts, fabulous dining 
rooms, air-conditioned 
guest rooms, new Lanai 
suites...and convention 
facilities that are 
unsurpassed. 

For the complete story, 
write, wire, teletype 

(BV 6644), or telephone 
(CRestview 5-4282) or call 
Extension 2000 at the 
Sharp Ltd. Hotel 

nearest you. 


THE GOTHAM wNewYok *§ BEVERLY WILSHIRE Beverly tills, Cait. 
THE STANHOPE NewYork * SARANAC INN Upper Saranac Lake, N. Y. 


Meet with 
success in the 


ideal climate. 
of / 
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Bring Kids to Convention 


Knights of Columbus had more delegates attend its con- 
vention because it invited their children. Special nursery, 


menus and planned program for children cost little extra. 


FOR CONVENIENCE, comfort and 
change of scenery, many executives 
have found Bermuda the perfect 


It's an accepted fact that conven bus and the Palmer House, Chicago 
place for successful sales meetings, : . 
; tions that include wives are more to prove that conventions for the 
small conventions, directors’ sessions. . 
popular with delegates and usually whole family are even more success 
BERMUDA IS EASY TO REACH from more successful than stag affairs. It ful. 
most major cities of the United States remained for the Knights of Colun Faced with the problem of getting 


and Canada. From New York, for 
example, it is only 3 hours by air, 
with numerous flights daily on trans- 
Atlantic airlines. Or you can get 
there on a weekend trip by luxury 
ocean liners which sail every week. 


BERMUDA OFFERS ideal working 
conditions with ample space, fewer 
interruptions and superb facilities 
for relaxation: golf, tennis, fishing, 
swimming, sailing, cycling; also ex- 
cellent restaurants, cocktail lounges, 
evening entertainment. Bermuda’s 
famous hotels and many attractive 
guest houses can accommodate small 
or large groups at reasonable rates 


PLAN NOW to hold your next meet 
ing in Bermuda. For more detailed 
information, write to The Bermuda 
Trade Development Board, 620 Fifth 
Avenue, New York 20, New York. 


SEPARATE activities were scheduled for younger children who remained at nursery. 
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LET NATIONAL HELP ARRANGE 
YOUR CONVENTION TRANSPORTATION! 


Years of experience in convention planning 
is as near as your telephone. 
Whether your group is 10 or 1,000— 
National’s Convention Manager can solve 
ei your transportation problems quickly — 
assist you in arranging for cars, exciting side trips. 
National’s experience assures your convention 
of the finest transportation facilities and maximum 


attendance. And because National serves 
36 major cities plus Havana, your 
choice of convention site is truly extensive. 


Contact any National Airlines office or write or wire Convention Manager — 


National Airlines, Inc. P.O. Box NAL—Miami International Airport, Miami, Fla 


‘LY NATIONAL 


AIRLINE OF THE STARS 


NATIONAL SERVES MORE FLORIDA CITIES THAN ANY OTHER AIRLINE 


Portrait of bow the man feels who didn' t ' book bis 


1959 convention into the ge 


sore ROBERT MEYER / ey, oe 


OPENING 


1959 


Jacksonville, Florida Me 


He didn’t know Jacksonville had a new concept in 
hotels providing his group with: 


¢ 550 rooms 

* 250 car garage 

* Windsor Ball Room seats 1000 for 
banquets or 1400 for meetings 


* Huge exhibit area for automotive or 
industrial equipment shows 


* Special suites for smaller parties 
Every modern facility available from 
theatre lighting to closed circuit TV 


Plan Now — Send For Your Convention Folder 


THE HOTEL ROBERT MEYER 


JACKSONVILLE, FLORIDA 
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out KC delegates for the organiza- 


tion’s Diamond Anniversary conven- 
WHY TA KE CHA NCES — tion in Chicago, the arrangements 
committee decided there were many 
.when it’s a cinch the success of your convention or sales meeting depends on delegates who could not attend the 
experienced ‘know how” personnel, facilities and services. Conventions are our 
business — not superfluous annoyances —to be treated with mechanical indiffer- 
ence. We like people —we like you — your problems are minor ones in the hands 
of trained and qualified people 


convention because of their children. 
Delegates would either have to leave 
the children at home or have to enter- 


' tain them while in Chicago. 
You deserve the best. You cannot afford to gamble with the success of your 


meeting when it is so easy to have what you require for your membership. We are It had been our previous experi- 
proud of the many repeat visits of our association friends and their complete ence that conventions were much 
satisfaction of facilities and services. Proof? Ask them! more successful when the wives ac- 


Perhaps our most economical commodity dispensed with pleasure is down-to- companied their husband delegates, 
earth hospitality and interest. A sample will convince you. and it seemed to us that extending the 


We want to help. So — before your meeting plans are finalized, and while there family group to include children 
is still time, why not let us give you the complete story, how your meeting at would improve the convention even 
The Biltmore with expert handling will be an outstanding success. Drop a line, more,’ savs KC Supreme Director 
phone or wire L. E. Ames, Director of Sales, for detailed information. Charles J. Morgan. 


Convention committee arranged: 


PALM BEACH BILTMORE HOTEL Soak Wel sek melde ae Re acel tee 


nursery. Room was furnished with 


nursery furniture, including cribs, 
juvenile tables and chairs, rocking 
horses, toys, lounges and a television 
set. Sister Ursula of the local Sisters 
BELLEMONT MOTOR HOTEL of Charity agreed to supervise the 
nursery, assisted four volunteer 
Louisiana’s Largest and Finest former nurses — all wive 

7370 Airline Highway = 

Announcements of the nurset 

BATON ROUGE, LOUISIANA commodations were mailed out 
initial releases of the convention pro 
Convention Facilities— 250 Rooms—TV-Air Conditioning gram. Return postcard was included 


Coribbean R _— Complete catesing ssevice—bemyuste & parties with request that delegates fill in the 
Parties — 25 to 800 guest date of their arrival, number of chil- 


New 24-hour Coffee Shop dren accompanying them and their 


1 


8 
Continental Room—seats 300 Bellemont Restaurant — Excellent Cuisine 


Audubon Room-—seats 100 


, ages. 
— poo pi me - SPORTS a NE me With this information ommittee 
Acadian Room—seats 60 s8-hacle golf . as pool set up an entertainment program 
Cafe Rouge—seats 50 onan. ae Dili which would appeal to all age levels. 
Coral Room—seats 35 Shuffleboard yee sec ang Buses were provided to take the older 
children on tours of local points of 


interest. Committee of 16 men and 


This large 75’ filtered pool is a vacation ’ women volunteered to supervise the 
spot enjoyed by many travelers coming 
te Baton Rouge, Louisiana. Fianked . 
en each side by large coccus palms, the charge by the committee. 
poo! and its patio present a tropical 
atmosphere of unusual delight 


trips. Busses were provided free of 


Nursery opened each day before 9 
AM and was open until 9 o'clock at 
night. Children too small to go on 
the tours remained at the nursery. 
Tours were to a different place each 
day. One day children went to Lin- 
coln Park with its zoo and miniature 
rides—-for which the convention com- 
mittee had received free tickets. An- 
other day they visited the Museum 
y/Ace of Science and Industry where mu- 
ENS, PENNS VLVANES id ee seum officials, alerted beforehand, 
guided them to exhibits which would 
5 interest youngsters. 

7 Meeting Rooms Seating up to 650 Uh cr Other tours included trip to local 

Unexcelled Recreational Facilities 2 ee amusement park with tickets for 

Newly-decorated guest rooms and | M wR, a free rides —and a trip to the aqua- 

suites - TV . rium and Museum of Natural His- 
24-hour Parking only 50c. ier tory. 

BY THE SHORES Children arrived back at the hotel 

Write . . . or Call Collect ERIE 2-523! each day about 4 pM and remained 

OF LAKE ERIE in the nursery until their parents 

called for them at dinnertime. Movies 


A. C. Lewis, Jr., Owner 
Vance Thomas, Executive General Mor. 
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were shown every night until 9 pm 

when parents were requested to pick ONE OF A SERIES: 
them up. 

Night of the States Dinner a1 
rangements were made for children 
to have dinner in a room adjoining 
the nursery, leaving their parents tree 
to attend the banquet. ‘Teenagers 
elected to hold their own banquet. 
Palmer House staff obliged with a 
menu featuring hamburgers, french 
fried potatoes, milk and chocolate ice 
cream. 

During the convention Palmer 
House Coffee Shop made up special 
children’s menus. For dinner a pint- 
sized delegate could have puree of 
vegetables, chopped chicken, custard 
and milk. Teenagers were delighted 
with menus which offered hamburg 
ers, hot dogs, french fries and malted 
milks in addition to usual adult fare. 

“Expense was nominal,” reports 
Morgan. Polk Brothers, local furni 
ture and appliance dealer, furnished 
the equipment for the nursery with 
out cost. Rides and admission at the 
amusement centers were obtained 


free. Attending nurses and commit- 
tee members were volunteers. THE 
Bus which transported the children 
yer eo aig salutes 
cost the committee $50 a day and a 


voluntary contribution was made to 


the Sisters of Charity for their help. JOHN B. CLARK 


- . John B. Clark is the fifth chief executive in , 
Unique service received much pub- pot tab’ «sessile: President 

= “° direct succession of Clarks, the foremost 

licity, not only in the Chicago papers, COATS & CLARK, INC. 


family in the cotton thread industry since 

but throughout the country, says 112. Sines administering the Company. Mr 
Morgan. Both the convention com- Clark has created many new manufacturing 
mittee and delegates were highly plants, the latest of which was cited by a 
pleased with the success of the ven- leading industrial publication as one of the 
ture, he adds. nation’s most modern and efficient factories 
“Total ot 65 children registered Under Mr. Clark's leadership, Coats & 

it the nursery which we considered Clark actively cooperated in sponsoring the 


. ° : ” 4-H Cloth é ‘ 
good in view of the innovation. he Clothing Award Program. As a resuit, Mr 


adds. “‘We certainly would recom- 
mend the program to all future con- 


Clark was recently presented with a citation 

by the National Committee on Boys and Girls HOTEL/GOLF CLUB 
Club Work at its recent Washington meeting HOLLYWOOD/FLORIDA 
ventions. In 1957, Coats & Clark, inc. held its annual 


meeting at the HOLLYWOOD BEACH HOTEL New York Office: MU 8-6667 
Chicago Office: SU 7-1563 
BEN TOBIN, President JOHN W. TYLER, Vice President 
NOW... Choice 1959 Dates Available for Your Group...including February 


Now one of the THE “7readmay 


Treadway Inns MANOR 


ASHEVILLE, N. C. 


Open all year... 
. «+ personalized attention 
wonderful atmosphere 
for a successful convention 


53rd and the Lake + Chicago 5 + FA 4-1000 


Famed Sherry cuisine and service facilities 

assure successful business meetings or ie? ‘ Gur _esterged ee Se Cn 

conventions up to 500 capacity. Located ig ey own theatre-auditorium. Swimming pool, shuffle- 
y ; board and other relaxing recreation. 


in the scenic Great Smokies-Blue Ridge region, 
The Treadway Manor is just a matter of hours 


amid park surroundings yet close to every 


thing Free parking with doorman service 
The BREAKERS >< COCKTAI 


Write Pat Miller, Gene Manager 


L LOUNGE es ; by air, rail or motor from most major cities. 
: For information, write Michael A. Byrne, Innkeeper 
The Treadway Manor, Asheville, N. C. 


JULY 4, 1958 85 


Manufacturers could get greater 
impact by exhibiting products 


integrated with others that 


form a complete system. 


ada slahlaed 
TARMLNS 


SEPARATE DEMONSTRATION areas for integrated exhibits would be flanked by individual exhibit booths. 


Why Not a System Approach to Exhibits ? 


BY RICHARD C. SCHAUB ©@ Butler Manufacturing Company 


Want greater results from your 
convention exhibits? Here is a plan 
to: 

|. Increase effectiveness of exhibits. 

2. Make exhibits a main feature of 
onvention programs. 

3. Draw more convention visitors 
to the exhibit area. 

4. Show prospects how your prod- 
icts will help achieve the end results 
they are seeking. 

When a convention visitor enters 
the exhibit area he is confronted by 
row after row of exhibit booths. Ex- 
hibitors feature the nuts and bolts of 
their latest whatsit, whosit or itsit. 
Problem is, few exhibits show him 
just how their component parts fit 
into a complete package system. 

What is the answer to this prob 
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lem? Integrate products to demon- 
strate concepts! Most sales are made 
by showing an idea and outlining its 
benefits and then selling the products 
which make these benefits possible. 
Let me explain with an example of 
how Butler found a solution to the 
problem of demonstrating concepts. 
Butler manufactures a line of 
Bulk-O-Matic tanks for the handling 
and mixing of grains, dry chemicals 
and other materials in bulk. These 
tanks are only parts of a complete 
bulk handling system which must in 
clude elevators, augers, 
plus loading and unloading trucks. 
Our advertising approach has been to 
sell benefits of a complete bulk han- 
dling system. But at trade shows it 
has been difficult to demonstrate 


conveyors, 
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benefits of the completed system be- 
cause as the manufacturer of a com- 
ponent part we were limited to show- 
ing only the tanks. Recently we com- 
bined our efforts with manufacturers 
of other component parts of the bulk 
handling system to exhibit an actual 
working demonstration of bulk mate- 
rial handling. This was so successful 
and obtained such favorable com- 
ments that it seems apparent the idea 
of integrated product demonstrations 
can be expanded to other shows and 
exhibits. Greater returns will result 
from exhibits that integrate products 
into completed systems. 

One group that has already taken 
steps in this direction is the office ma- 
chinery industry. Many of its exhib- 
its now include working demonstra- 
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THE HAPE OF THINGS TO COME 
IS TAKING SHAPE! 


FROM THE DESK OF FROM THE DESK OF 


GEORGE D. SAX ROBBIE ROBINSON 


I have had many experiences, many thrills since the Thanks for those kind words, George; it’s nice to get 
exciting day I opened The Saxony. I have had the bouquets while you can still smell the flowers. I’ve always 
pleasure of seeing it lauded and copied the world around had great admiration for The Saxony (as any real hotel 

.acknowledged as the model for the modern luxury man must have!) and if you're pleased to have me, you 
resort hotel. I could have rested on the laurels The must know what a really great thrill it is for me to be 
ny SEE ne i eR teas ol with you! I’m mighty happy, too, that I can have my 
Saxony has afforded me, but I chose to enlarge it to é oes ete at RPh: 

; , De® : “Team” with me... Bill Goldring and Si Stern and my 
keep pace witha demand that I could never quite fill. But Gal-Monday-thru-Sunday Sylvia Edelman. No man is 
ot the many gratifications of my “part-time” career as better than his aides, and I have been mighty fortunate 
to have them with me all these years 
fortune in snaring Robbie Robinson to run The Saxony. And speaking of “teams”... I’m inheriting some star 

As you may know, over and above The § Saxony, my performers from you; I'd like especially, in this journal, 
real vocation is Banking. As Chairman of The Board to mention the wonderful job done by your National 
of an important bank, I’ve had occasion to advise clients Director Of Sales, HENRY G. PHILLIPS. He not only 
in the important project of finding high-caliber execu- knows how to corral nice groups of nice people, he also 
tives: so 1 borrowed a leaf from mv own book! When | has the sincerity to work unceasingly to see that they 
enjoy themselves when they get to 
The Saxony. Right now I’m antici- 
pating the grand time Hank is going 
to enjoy, telling his friends about all 
the new features he’|] eres available 
ment power ... nothing less than the best Hotel Director at The Saxony this wint _. from 


in the field, no matter what I had to do to get him. So I the expanded and augmented dining 
asked myself (and the hotel world) : “Who is the best and public rooms downstairs to the 


a hotel man, none has been more exciting than my good 


committed myself to spend some $2,500,000 to add fabu- 
lous new facilities and 246 luxurious new guest rooms 
to The Saxony (making it a 446-room house!) I decided 
that this doubled capacity deserved doubled manage- 


man to be had?” fabulous, fantastic “Ivory Tower” 

The answer was quick and unanimous... and I’ve got on the rooftop...to say nothing 
him! I’m happy to turn over the direction of The Saxony of the 446 gorgeous new rooms be- 
to Robbie . . . complete management from the beach at tween. (I’m afraid to tell him about 
low tide to the top pane of the fantastic all-glass Roof the glass-cab elevator gliding up the in 
Garden that will crown the hotel. I’m pleased not only _‘&/48s-walled elevator shaft to the “Ivory Tower om 
the outside of the hotel; he’ll want to rush out and book 
meetings in that, too!) 


HENRY G. PHILLIPS 


because I know that Robbie will do a great job for my 
benefit (and his!) but because he'll do just as great a If anybody is tossing around the idea of having a Sales 
job for the guests, and that’s what really counts. Another Meeting, Convention, Incentive Party or anv other get- 
thing I know: I'll have the pleasurable excitement of together in Miami Beach in the future, it will be- 
following the progress of work on The Saxony, and the hoove him to contact Hank Phillips, here at The Saxony, 
anticipation of having it usher in another Winter season and get the low down on what’s up. As for myself and 
in a reminiscent blaze of glory. the staff ... we'll leave no stone unturned to make good 
Good luck, Robbie; The Saxony will be yours to on Henry’s every word! 


glorify, and I know you're the lad to do it! ans 7 


_ ley a a? it: 
LN ON rel pee Ps —— a tinaae| 
ROBERT “Robbie” ROBINSON, 
Thinas a e [00 ing ee Executive Vice President 


eS 


‘ 


| a THE PRIDE OF MIAMI BEACH, FLORIDA \ 
te.epHone JE 8-6811 
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BORDEN and BUSSE in 


OPENING 
the SALE 


A BRAND-NEW /6mm. SOUND MOVIE 


This new half-hour film is ded- 
icated to one proposition— 

In the field of selling there is 
only one handicap worse than 
inability to close. It's the in- 
ability to begin.” 


The picture demonstrates cer- 
tain skills any salesman can 
use to improve the effective- 
ness of his approach. It is par- 
ticularly helpful to the sales- 
man who is slow about go- 
ing after new business. 


Write for Rental or Purchase Details 


DARTNELL 


HEADQUARTERS 
FOR SALES 
TRAINING FILMS 


4660 Ravenswood * Chicago 40, Ill. 


Unique in the west is the full range of 
convention facilities offered by Western 
Hotels, Inc., in 18 leading cities in the 
western United States, British Columbia and 


Hawaii 


Each of the 24 Western Hotels features 
well-planned meeting facilities and excellent 
personal accommodations. Service is ef- 


ficient and hospitality genuinely warm 


Relatively new under the sun is the op- 
portunity to convene in Hawaii, at the 
Hawaiian Village Hotel — where complete 
convention facilities are offered on Waikiki's 


finest beach 


<a 


Contact the manager of 
any Western Hotel for res- 
ervations and further in- 
formation. 


Ra 
WESTERN 
HOTELS 


INCORPORATED 


VISITORS to this integrated exhibit are able to see an entire bulk handling system. 


tions of completed systems made up 
of equipment from various suppliers. 
Here a buyer can clearly understand 
methods, ideas and benefits of the sys 
tem before he gets down to the nuts 
and bolts features of the products. 
Integrated product demonstrations 
will often require a change in the 
allocation of space by exhibit commit 
mitees. Feature areas would be neces 
sary to contain demonstrations of 
Demonstrations 
could be conducted at regular hours 


completed systems. 


during the convention as a scheduled 
Recognized 
authorities could lecture and dem 


part of the program. 


onstrate procedures and methods as a 
part of the program. This would put 
exhibits in a more prominent position 
on the convention program. 

Exhibitors with equipment in the 
demonstrated system would occupy 
exhibit booths adjacent to the fea 
tured product demonstration. 

[It is only fair to point out that this 
plan presents problems that must be 
worked out. For example, a central 
committee of manufacturers and the 
convention authority must combine 
efforts to produce an acceptable lay 
out for the demonstrated systems. 
They must decide which products 
will be incorporated into the demon- 
stration and also keep harmony 
among competing product manufac- 
turers. It is necessary to determine 
the cost of such a demonstration and 
to pro-rate expenses accordingly. 

However, this type of cooperative 
demonstration seems well worth the 
extra effort because it would greatly 


increase interest in the exhibit area; 
would offer endorsement by experts 
for the new systems; and would pro 
duce more tangible results in sales 
for exhibitors. 

Cooperative 
would make it possible for exhibitors 
to join with convention management 


demonstration — plan 


to advertise feature demonstrations in 
business magazines and publicize this 
drawing card of the exhibit area. Ad 
vertising and publicity about the con 
vention would certainly increase in 
terest in the exhibit areas and draw 
larger attendance to them. 

Idea need not be confined to trade 
shows and conventions. “Take as an 
example state fair farm equipment 
displays. Consider how a cooperative 
demonstration plan might work for 
these shows. 

First, consider some of the factors 
that make a plan of this type feasible 
for state fairs. he past 25 vears 
have seen a tremendous growth in 
many of our state fairs. Today some 
of them even rival past world fairs 
in size and splendor. Most include 
an avenue of impressive exhibit build 
ings, each representing a major in 
dustry in the state. Midways, car- 
nivals and concessions have grown 
rapidly. Attendance figures have in 
creased each year with a greater pro- 
portion of city people visiting the fair. 

However, exhibits of interest to 
farmers have not kept pace with the 
growth of fairs and with modern ad- 
vances in farming practices. At many 
fairs these farm exhibits are relegated 
to a secondary position. There are a 
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"TaN Bait Ed Fla 


Forgive our immodesty, but this is no idle boast. In our first year 
of operation, sixty progressive and forward-looking trade shows 
and conventions, used our excellent facilities. Because of the 
resultant demand for additional bookings, we are now in the 
process of planning substantial expansion. If you too, are inter- 
ested in greater acceptance and enthusiastic reception for your 
show, call or write us. There’s no obligation! 


eo with every medere 
facility for a conference 
or a convention 


The Willard has been re- 
stored to its original splen- 
dor—and transformed into 
Washington's finest meet- 
ing place. Spacious ball- 
rooms, eleven additional 
meeting rooms, expanded 
dining facilities — all air 
conditioned (Cap. 20 to 
1500). Write for complete 
convention information. 


The 
WILLARD 


» WASHINGTON, D.C. 


@ 400 “comfortized” air-conditioned 
rooms — 18 suites — free radio and running 
ice water in every room. 


@ 2nd Floor expressly designed for your 
needs— especially equipped conference and 
dining rooms. 

@ Main ballroom capacity—Meeting 800—Din- 
ing 600—Junior ballroom & Aztec room 250. 
Closed circuit telecast facilities evailable. 
Orum Room & bar featuring famous cuisine and 
entertainment. 

@ Ideal location in the heart of Kansas City 
6 min. from Union Station & Municipal Airport 
1 block from Municipal Auditorium. 

Gorage & parking facilities adjacent. 


@ for illustrated brochure write: 
Convention & Catering Dept. 


HOTEL » 
President 
14th & Baltimore @ Kansas City, Mo. 
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DUANE W. CARLTON, President 


Vlew York 


TRADE SHOW 


BUILDING 


EIGHTH AVENUE AT 35th STREET 


500 Eighth Avenue, N. Y. 1, N. Y. 
LOngacre 4-4100 


® 4 floors— 200 rooms with display 
windows — complete circulation - 
no dead ends! 
@ 1 open floor of 18,000 square feet 
© Acoustical ceilings 
® 6 hi-speed elevators plus heavy duty 
freight lift 
® Modern lighting equipment—ample 
A.C. 110 and 220—3 phase 
© Crew of experienced personnel 
® 8th Avenue, 35th to 36th Streets 
@ Tunnel to Penn Station 
Adequate facilities for storage 
Restaurant & Beverage Facilities — 
room service 
Free tables, shelving, racks and chairs 
Spotlights— special peg-board 
display walls 
No gratuities for service 
Nearly 5,000 hotel rooms adjacent 
Center of Show Area 
Telephone in each room— 
switchboard service 
Diagonally Across from Hotel New Yorker 


COMPLETELY AIR-CONDITIONED 


Cour Pott with the Voit 


ape MISSISSIPPI GULF COAST 


OVERLOOKING THE GULF of MEXICO 
midway between GULFPORT & BILOXI 


EDGEWATER PARK, MISS. 


a tibentng “THE GULF COAST'S FINEST HOTEL 
FOR THE FINEST CLIENTELE” 
100% AIR-CONDITIONED 
Everything under one roof—meeting reoms for small, 


Inquiries appreciated and promptly hondied. 
Write: FRANK FAGAN, Manager 


scattered machinery and equip methods as recommended by _ these 
displays to be found in an area authorities, they would have left feel- 
sually away from main trafhc. ing that the fair provided the in- 
d each display is unrelated to the formation they needed. 
\Iany farmers leave fairs dis- If farmers and equipment manu- 
-d because they are unable to tacturers are to continue to give fairs 
nformation about newest farm their support and interest, it is appar- 
methods. An example of this was ent that a new approach is needed. 
vear when farmers came to Here is a plan designed specifically 
hungry for information on hat for state fair equipment exhibits 
g and storage methods, follow which embodies this new integrated 
large grain yield on the heels of product demonstration idea. 
-e-year drought. Had these same 1. Establish a central authority 
been able to talk with recog- comprised of members of the state 
authorities about their prob- agricultural department, leading ag 
and had they seen actual dem- ricultural experts from colleges and 
the best accepted members of the present state fair 


the “seat” 
of your next 
convention... 


Bringing them in from out of town? Solve your transportation problems by 
putting yourself in the hands of Capital Airlines’ Delegate Service. 

Not only will Capital whisk your delegates to their destination on a 
jet-prop Viscount. In addition, a Capital travel expert will help you with 
ground transportation, hotel accommodations, even entertainment. 

How about the cost? Often less than 
rain transportation, and you save up to 
80° in time! If you convene in almost 
any major city of the East, Midwest or 
South, call Capital...do it now! 


board. ‘his group would determine 
the current accepted farming meth- 
ods in the state and would recom 
mend the demonstration techniques to 
best show them. 

2. ‘The group would relocate the 
present equipment area and improve 
its relative position and size to othe 
attractions at the fair grounds. 

3. Within a central demonstration 
area (approximately five acres) ex- 
hibitors could combine their products 
to effectively show complete farming 
methods and systems. 

4. Central demonstration area 
could contain the following areas de- 
pending on current crops and prac 
tices within the state: (1) Dairy, 
livestock and poultry raising, feeding 
and marketing techniques. (2) Plow- 
ing, planting, growing, fertilization 
and irrigation practices. (3) Feed 
mixing, handling and feeding meth- 
ods. (4) Harvesting, handling, stor- 
age and marketing of grains. 

5. Exhibitors would occupy spaces 
surrounding this central demonstra- 
tion area. 

During demonstration periods lead- 
ing agricultural experts could dem- 
onstrate and lecture to groups of 
farmers as each system was demon- 
strated. Latest tests and results on 
each method could be shown. 

Direct mail and magazine adver 
tisements teaturing the demonstration 
systems and outlining the program 
would be an effective way to an- 
nounce this new feature of the state 
fair. Manufacturers and fair boards 
could cooperate to advertise in lead- 
ing national and farm publications. 

This integrated product demon- 
stration plan applied to state fairs 
would mean that farmers could again 
look to their fair as a major source 
for factual information on the newest 
farming practices. They could see 
actual demonstrations of new, efh- 
cient profit-making techniques. It 
would not only increase their partici- 
pation in the fair but could re-estab- 
lish it as a major source for farming 
information. 

For exhibitors the plan would 
mean greater farmer attraction for 
their products plus endorsement from 
recognized farming authorities. For 
the fair it would mean an increase in 
farmer interest and attendance. 

Integrated product demonstration 
can be applied to almost every trade 
show or exhibit. It seems a logical 
step tor any manufacturer of a com- 
ponent part to join with others to 
show a completed system and thereby 
demonstrate the basic idea that must 
be sold before the prospect has need 
for the product. Why not put this 
idea to work for you? * 
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DIFFICULT PROBLEM was interpreting rules for borderline points. Here General 
Manager M. G. Smith (left) and Roland Whitehurst (third from left) sit in with other 


members of the regular judging committee who made decisions on point awards. 


SOUVENIR teasers mailed directly to salesmen's homes were often difficult to obtain. 


Capital Goods Moved 
By Incentive Travel 


BY T. E. PEACOCK 


Manager, Market Research, Exide Industrial Division, 
The Electric Storage Battery Co. 


Can capital-goods manufacturers, 
selling direct to industrial purchasers, 
profitably utilize contests as sales 
stimulators ? 

That was our question at Exide 
Industrial Division, where we sell 
storage batteries, chargers and related 
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equipment. It was answered affirma- 
tively by results of a novel three- 
month, all-products sales contest fea- 
turing travel incentives and based on 
an “Around the World in 90 Days” 
theme. 

Concluded in March, this proved 


NOW! 
w different 


| FONTAN RESORT 
VILLAGE 


WORTH CAROLINA 


Two miles from Fontana Dam and 
30-mile lake 


Wouldn’t it be refreshing to try a 
new, all new convention spot? Be- 
fore you plan that next meeting (or 
that next sales trip prize) consider 
this completely modern resort town 
in the southern edge of the Great 
Smoky Mts. Nat’l Park. 


Lodge, Cottages, Convention 
Halls 


Beautifully appointed 56-room 
lodge, 300 cottages, convention halls 
that seat from 50 to 750, banquet 
space, excellent food services, up-to- 
the-minute business district. Sunny 
days and blanket nights, world- 
famous fishing, large heated swim- 
ming pool, horseback riding 
more things to see and do than 
there’s time. At your service, ex- 
pert convention director. 


Easy To Reach 


Every meeting at Fontana Village 
starts with a beautiful, scenic drive 
over wide, paved highways, through 
the mounthin-lake country of West- 
ern North Carolina. Train and plane 
guests met at Knoxville, Tenn. 


Very Reasonable Rates 


Rates are surprisingly reasonable. 
Make a real hit with your next con- 
vention in a wonderful, different 
atmosphere. Send coupon today for 
literature and complete details. 


Reservation Manager, Dept. SM 
FONTANA VILLAGE, N. C. 
Please send complete convention in- 
formation. 
Name Oo ——— 


Company 


Street 


No convention is too 


LARGE... 


no sales meeting is too 


SMALL... 


Our experience in 


PERSONALIZED 
INDUSTRIAL 
SHOWMANSHIP 
guarantees results, no matter 
what the occasion may be. 
We ‘serve a wide variety of 
clients, ranging from the largest 
national associations to many of 
the nation's most important 
manufacturers. 

For full information and case 
histories, please write or tele- 
phone 


ALAN M. FISHBURN 


Productions 


79 West Monroe Street 
Chicago 3, Illinois 
DEarborn 2-0657 


YOU'LL GET 


GREATER ATTENDANCE 


AT FLORIDA’S 


GREAT CONVENTION CITY 


DAYTONA 
BEACH 


* Convention Planning “Know How.” 


% Tropical Resort Relaxation. 


% Hotels and Apartments for 40,006. 
*% Meeting Rooms for 50 to 1000. 

* Air-conditioned Auditorium Seating 
2,500... With Exhibit Space. 


DAYTONA BEACH RECREATIONAL AREA 
ORMOND BEACH - HOLLY HILL 
SOUTH DAYTONA = PORT ORANGE 


~Weeseseeseee222 WRITETF SF SS 2e2e"2 
; CONVENTION BUREAU 

1 CHAMBER OF COMMERCE 

; DAYTONA BEACH. FLORIDA 
oa 
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Exide's Stimulators 


To excite initial enthusiasm of salesmen and their wives, and to keep 
interest high throughout the contest, following prizes and promotional items 


proved highly successful: 


Grand Prizes: All-expense, week-long vacation at Bermuda’s Castle Har- 
bour Hotel, for two top contest salesmen and their wives and for one top 
branch manager and wife, as personal Roland 
Whitehurst and Mrs. Whitehurst. 


guests of Vice-President 


Monthly Prizes: All-expense, long week ends at the Waldorf in New 
York City, for six Exide salesmen and their wives and three branch managers 
and wives, as personal guests of Exide General Manager M. G. Smith and 
Mrs. Smith and Sales Manager and Mrs. C. J. Moore. 


Mystery Mementos: Surprise gifts mailed each month to salesmen whose 
contest points moved them along on an imaginary “Around-the-World” tour 
—tins of English biscuits, French mustard, and the like. 


Steady Flow of postcards picturing charms of key foreign countries on 


route, menus from Castle Harbour Hotel in Bermuda, “Winter in New 


York” brochure of programs and activities, Harry Belafonte calypso record, 
travel literature from Pan American Airlines and Bermuda Board of Trade, 
showing Bermuda attractions. 


Bread-and-Butter Promotion: Initial brochure announcing contest and 
prizes, mimeographed monthly “standings” sheets, monthly winner an- 
nouncements. 


to us beyond a shadow of a doubt that 
such contests can be amazingly eftec- 
tive in industrial selling. Exide’s con- 
test not only 


advanced over-all sales 
objectives (Exide’s first-quarter con 
flow held within a 
shade of that for first-quarter 1957, 
despite generally poor business condi- 
tions) ; it furthered long-range con 
pany 


mercial order 
interests as well. 
Valuable Lessons 


And 


lessons: 


othe valuable 
that industrial firms can suc- 
cessfully plan and execute such con 
without protessional 
help; that 
successful 


it taught us 


tests contest- 

contests can be 
without elaborate 
expense or promotional effort if basi 
considerations are 


erly 


agency 


highly 


attended to prop- 
; that tying in a top official’s name 
and building a contest on a currently 
newsworthy theme give a good con- 
test added go-power; that bringing 
families the show 
quickens excitement and _ interest 
adding a home-front, promotion-from- 
within stimulus that your own pro- 
motional efforts need only 
Contests should, of course, be 
judged on results. Ours so far ex- 
ceeded anticipations that a followup 
contest is already in early planning 


wives and into 


reinforce. 


stages. 
Specifically, we 

immediate gains: 
First quarter commercial sales ex- 


totaled up these 
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ceeded by approximately 15% what 
a realistic appraisal of business condi 
tions lead us to expect. Sales, in fact 
held at a healthy 97.6% of those for 
the very good first quarter of 1957 

A 5% sales spurt was recorded in 
truck bat 


) 
ZU ( 


our all-important electric 
market, 
throughout the industry. 

More than $50.000 worth of bus 
from 


tery generally down 


ness came new customers 
former users of combustion-engine in 
dustrial trucks who were switched to 
electric trucks and Exide batteries. 
An additional $100,000 of this wel 
come business, traceable to the con 
test, has since matured. 

These latte: 


tally, point up how amazingly eftec 


two entries, inciden 
tive a carefully shaped contest can be 
in working toward top-priority goals. 
We assigned premium points for win 
ning over gas-truck business and en 
larging the market. 


Major Success Factor 


Since all other significant factors 
in our sales picture for ’57 and ’58 
pretty much 
considerably 


first remained 


the 
poorer economic conditions, the con- 


quarters 
same, except for 
test was the major success factor. 

But important though the dollars- 
and-cents gains were, we feel the con- 
test paid off in even more handsome 
long-range company benefits—build- 
ing good selling habits, stimulating 
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better inter-office cooperative effort, 
and in boosting salesmen’s (and our 
own) morale in a slack period by 
showing them what they themselves 
could accomplish—by giving the job 
a little extra steam and using all the 
sales tools available to them. 
Contest was conceived and put into 
motion almost overnight, with an as- 
sist from our advertising and public 
relations agency, Gray & Rogers, 


Philadelphia. 
Two Objectives 


We had two objectives I 

1) To get first-quarter 1958 « 
a strongly-competitive year, and 
to honor Roland Whitehurst, 
president The Electric Storage | 
tery Co., who in 1958 would be « 
pleting his 50th year as a key Exide 
sales and management man. M. G. 
Smith, general manager of the Div 
sion, conceived the contest as an ideal 
means for accomplishing both these 
objectives. 

Decision to go ahead confronted us 
with a number of other decisions. 
Most we took in stride: To tackle 
without professional contest agency 
help; to settle on travel incentive 
prizes rather than merchandise 
cash awards, as being most stimula 
ing and exciting, and most easily pro- 
motable; to make it an all-products 
affair, to conduct it Nov. 20 through 
Feb. 19 so that winners could be 
named at the March banquet honor- 
ing Whitehurst. 

Thus was born The Roland White- 
hurst Golden Jubilee Sales Contest. 

We chose the “Around the World 


n 90 Days” theme as one highly topi- 


ad 


| hear we were handpicked to man 
the booth this year." 


JULY 4, 1958 


3 


The fina! success 
of a convention or sales meeting 
is dependent upon the facilities 
and the personal services 
rendered by the hotel 
organization where 
it is held. 


Qaawamaananaanaaadd! 


Superb air-conditioned 
accommodations for groups 


of any size—25 to 2500 


HOTEL Wm. L Buckley 


COMMODORE eins” 


42nd St. at Lexington Ave., right at Grand Central and B&O Terminals 
Teletype: NY 1-2477-X 


Louis Fiora 


Convention Monager 


PREMIERE SEASON 


the Prreasere 
250 rooms « Pool « Private 
Beach « Cabana Colony « 
arcelona Night Club « Coffee Shop 
Superb Cuisine » Bar 


( w*e*) | Accomplishment 
CONVENTION i Convention Hall and Meeting 
a” Rooms seating 10 to 1000 


ee anquet facilities for 700 
for *Pleasure, *Accomplishment, and Banque an 


*Convenience, the BARCELONA Convention "4 
bates onvenience 
P* A* C* is the plan for you! 


ie | Fabulous 40's location—close 
= For complete convention Pack write to: to Nightclubs » Shopping Areas 
JACK PARKER, Managing Director Auditorium + Golf Courses 
Race Tracks « Fishing Docks 
Sightseeing 


NOW. .INIEW AUDITORIUM FACILITIES 
. in - favorite 


CONVENTION CITY of the great MIDWEST 


Seats 7,000; two floors with 45,000 sq. ft 
space; banquet facilities; large stage; 3 smaller 
meeting rooms; central downtown location 


Lincoln is easily accessible by train, plane 
truck, car. Hotel, motel accommodations 
3,000. Many cultural, athletic interests 
For complete details, write 
Convention Manager 
Lincoln Chamber of Commerce 


LINCOLN, NEBRASKA 


cal \l ke 
much in the 


‘Todd's movie being then 
news) and with 

Contest then 
with each sales- 
against his 


very 
colorful possibilities. 
almost shaped itself 


man working quota to 
complete an around the world 


earning points 


trip, 
(miles) to move him 
from the Philadelphia starting point 
to, successively, London, Paris, Rome, 
Bombay, Manila, Hawaii and Phila- 
again. ‘Three 
top winners, two sales engineers and 


delphia (home office) 


one branch manager, would go to 
Bermuda with their wives for a one 
week, all-expense-paid stay at Hotel 


Castle Harbour, as guests of Mr. and 


Mrs. Whitehurst. 


ners ot 


Nine other win 
contests six sales 
three branch managers 

would accompany General Manager 
MI. G. Smith and Sales Manage 
C. J. Moore and their wives, as thei: 
guests, in New York City for 
week end, with all expenses paid, at 


the Waldorf-Astoria. 


monthly 


engineers, 


a long 


More Than Expected 


l'ravel incentives, incidentally, 
proved much more attractive to 
branch sales engineers and managers 


This time... Meet amidst splendor 


Meet at the center of the ‘most interest. 
ing hundred mile square in America’’ and 
enjoy the matchless accommodations of 
one of the world’s most charming hotels. 
La Fonda provides a unique background 


P PURNACE CREEK 
INN 


Meet in the midst of scenic wonders—in 
an atmosphere both relaxed and luxuri- 
ous. Unsurpassed recreational facilities, 
including swimming pool, tennis courts, 
nine-hole golf course, horseback riding 


IN PICTURESQUE SANTA FE 


IN DRAMATIC DEATH VALLEY 


for memorable meetings. Meeting rooms, 
banquet facilities, ideal year ’round cli- 
mate. Available for meetings of up to 300 
from after Labor Day to June 30, for 
smaller conferences year ’round. 


and sightseeing trips. Furnace Creek Inn 
can accommodate groups up to 175 dur- 
ing November, December and January. 
Smaller conferences November 2 to 
May 1. 


DISTINGUISHED ACCOMMODATIONS AMID SCENIC SPLENDOR 


La Fonda, Santa Fe, N. M. Accommoda- 
tions for groups up to 300 after Labor Day to 
June 30. Write Manager H. G. Parker. Phone: 
3-5511, Teletype: SANTA FE, N. M. 5861. 
Alvarado Hotel, Albuquerque, N. M. Ac- 
commodations for groups up to 150 all year. 
Write Manager, Raymond W. Williams. 
Phone: 3-557], Teletype: AQ 62. 


Furnace Creek Inn, Death Valley Na- 
tional Monument, California. Accom- 
modations for groups up to 175 November ] 


to May 1. Write Manager, Fred W. Witteborg CG 2462 
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or Fred Harvey Reservations Office, 530 W. 
6th Street, Los Angeles 14, California. 
Phone: TRinity 8048, Teletype: LA 1465. 
El Tovar Hotel, Bright Angel Lodge, 
Grand Canyon National Park, Arizosa. 
Accommodations for groups up to 200 
October 1 to April 30. Write Manager, 
William W. Wallace. Phone: Grand Canyon 
40, Teletype: GRAND CANYON 3661. 


Or contact Fred Harvey, 80 €. Jackson Blvd., 
Chicago. Phone: HArrison 7-3489, Teletype: 
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than we had particularly 


because they were coupled with the 


expected, 


chance to spend the vacation with top 
sales officials. 

One major and immediate problem 
was partially solved for us before we 


ever went into the contest. ‘That was 


the question of how to fairly evaluate 
performance in industrial selling, to 
give sales engineers and _ sales-service 
equal 


engineers an opportunity to 


win, even those working in special 
market 


equipment. 


areas such as railroad 
When the contest dec 


sion was made, we 


ized 
were already re 


vamping the compensation progran 
to give more emphasis to individual 


t} 


performance rather than branch pe 


tormance. 


Fair Point System 


Even with the start this afforded 
us, working out a fair point-rating 
system caused some perspiration. \s 


heads 


; heer 
a preliminary, top sales division 


sat down to make decisions on what 


market areas should be given special 


impetus through the contest. “These 
markets were to be stimulated by 
awarding extra credits sales, sales 
calls, signing up new distributors, and 


so on, 


SILVER 


IN SAVANNAH, GEORGIA 
@ Air Conditioned 
@ Meeting Space for 750 
@ 300 Spacious Guest Rooms 
@ 7 Meeting Rooms 
@ Easily Accessible 
@ 3 Airlines 
@ 5 Railroads 
@ Golf Facilities—5 minutes away 
@ Supper Club and Lounge 
@ Swimming Pool 


DON B. GRADY, Gen’l. Mgr. 
ANGIE BARKER, Sales Mgr. 
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End results seemed to justify the chart as he circled the globe. of monthly winners were set 
perspiration. Most of the extra-point Promotional followup was simple, periodically. 
lines showed gains—and identity of inexpensive—and effective. Mystery Curiously, mystery mementos and 
winners showed us that nobody was mementos promised in the kickoff color postcards proved unexpectedl\ 
unduly handicapped. One _ top-prize brochure were mailed each month dificult to obtain. MIementos with 
winner has been with Exide less than to the homes of the men as they suc- the proper “flavor,” in suitable quan 
a year and a half; another winner is cessively reached the six major stop- tities and within our modest budget 
an Exide old-timer with more than over points: tins ot English bis dls, allow ance were finally obtained 
33 years’ service. A railroad special- French poupon mustard, made-in- through a New York export-import 
ist also was among the winners. Italy ash trays, for example. ‘These house, bazaars and similar 

Contest served as an excellent check (and color postcards of foreign cities Postcards showing Rome 
on effectiveness of Exide’s regular proved particularly effective in keep and other cities—almost non-existent 
(non-contest) sales incentives pro- ing anticipation and interest of wives in this country—were finally obtains 
gram. Just as the revamped compen- and families high. through Pan American Airlines 
sation program served as a basis for As additional touches, monthly a private curio firm. 
contest points, so were several contest ‘standings’ sheets and announcements Perhaps the major continuing 
ideas later adopted to the regular 
compensation program. We feel this 
can be a definite plus value in such 
contests — they might well suggest 
modifications ot regular compensation 
policy. 

Promotion never really was a prob- YOUR CONVENTION 
lem, since the ‘Around-the-World”’ 


theme and travel prizes carried their DESERVES 


own built-in incentives. 
lo keep interest from flagging, OAL 


though, the contest was kicked off by 
branch managers giving each man a 


brochure outlining objectives and ; b: 

contest rules, describing prizes and i ¢ SF It would be difficult to imagine 
carrving on the back a colorful A ye any other place with so much 
‘“Around-the-World” map. Thus, as - to commend it to your requirements. 


each man could keep his own progress 


ARIZONA’S Over the years, Boca Raton has been the scene of many 
of America’s most distinguished Conventions—a virtual 


COUNTRY CLUB RESORT “Who's Who” of leaders in every field whose position and 
INVITES rank are undisputed. 
GROUP MEETINGS Every facility essential to the smooth functioning of a 


Accommodations for 150 guests in a Convention is here at Boca—meeting rooms of every size, 
secluded club-like atmosphere only 15 a real theatre with full stage and screen facilities, and 
miles to Phoenix. 70 acres of lawns and at your disposal, Boca’s own expert Convention Staff. 
flowers. Magnificent golf course and 
other sports. 3740’ Paved Airstrip. Su- Boca Raton is a world-famous resort hotel, too. Set in 

perb food and well-trained service. Va- 1000 acres of superbly landscaped gardens... .Two great golf 


riety of meeting and conference rooms. . 30 
. ° courses, 27 holes, are directed by Slammin’ Sam Snead... 


Season: NOVEMBER to MAY Mile-long private beach, a reaily smart Cabana Colony, 
THE two olympic swimming pools, Gulf Stream fishing, tennis 


WISWAM courts and high-goal polo. Food is the finest you could enjoy... 
and, of course, dancing and entertainment. 
LITCHFIELD PARK 
ARIZ INA There is much more we’ll be glad to tell you. Just ask 


I. (Ike) N. Parrish, Convention Manager, Dept.SM 


READE Wr " Mor. 
in Chicago Call: MOhawk 4-5100 


Olle POW 


HOTEL and CLUB 


BOCA RATON, FLORIDA « STUART L. MOORE, President 


National Representatives: Robert F. Warner Inc. * New York « Chicago « Washington * Boston « Toronto 
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For Best-Ever v ONVENTIONS... 


Come to America’s only 
- International Playground 


All convention activities under one roof 
* Groups to 800 * American Plan 
¢ Ample meeting rooms, at no charge 
* Fabulous Beach and Tennis Club 
* Swim in heated, outdoor pool or 
ocean * Deep sea fishing * Dancing 
Championship Golf Course, so close- 
by! ¢ Racing, Jai Alai, Bullfights in 
nearby Mexico * Everything! 


H. B. KLINGENSMITH 
Managing Director 


; GETHIN D. 
‘ ED, WILLIAMS 
. Convention 


Manager 


Resort.. Across the Bay from San Diego 


YOUR KEY 
TO BETTER IM 


~~ Sales Meé 


Big City Facilities With A Small Towns Convenience 
%¢ The Midwest's best bet for sales meetings and 
convention groups from 25 to 300 people. 

xf 8 minutes to airport - 3 minutes to railroad station. 
3# Friendly, intimate atmosphere . . . a little city exclusive. 
x Air conditioned guest rooms and meeting areas. 
>t Subway connected to other downtown hotels. 
>® Six hundred and fifty luxurious rooms. 


Write or call Earl L. Jorgensen, Director of Sales and Public Relations, 
for complete details and colored brochures. 


PLAN TO MEET AT BEAUTIFUL 


MYRTLE BEACH 


SOUTH CAROLINA 
“THE RIVIERA OF THE SOUTH” 


ON THE PLANTATION COAST OF SUNNY 
a er / SOUTH CAROLINA! TWO CHAMPIONSHIP 


La 
a 
GOLF COURSES WITH GRASS GREENS, FINE 
FISHING FROM PIERS, BEACH, BOATS, LAKES = “ys 
Excellent Hotels, Motels & Apartments 
SPECIAL RATES OFFERED FOR GROUP MEETINGS AND 
CONVENTIONS FROM OCTOBER THROUGH APRIL 
Advise us your needs, number in group and dates 
: of meeting. We'll give you fullest cooperation 
CONVENTION BUREAU—CHAMBER OF COMMERCE— MYRTLE BEACH 55, S.C. 


throughout the contest was that ot 
sales-management judges, a three man 
team, in interpreting basic contest 
rules and deciding which points could 
be allowed, which could not, and how 
multiple-ofice credits were to be di 
vided. 

As a final fillip, points-per-call were 
tripled tor the entire third month of 
the contest. Again, as in the gas 
truck competition area, we were 
pleased and surpised to see how effec 
tive the “extra credits’ award could 


; 
be in spurring special sales objectives. 


No Attempt to Train 


We did not make ar ittempt du 
ing the contest to show salesmen how 
to sell more. I illy one hird of 
salesmen have been with us 25 vears 
oO! longer, our ove i turnovel $s 
low and younger men are well 
schooled betore the reach the field. 
We decided to let their experience, 
incentives and their own ingenuity do 
the rest. 

Recognition for outstanding 
achievement is in itself an incentive. 
Winners of monthly contests and top 
winners were formally announced 
the dinner honoring Whitehurst. 
early in March. Thev were guests at 
the dinner, held n Philadelph a, 
while wives were separately dined 
All were then whisked off to New 
York City for their long week ends 
or their Bermuda-bound planes. News 
releases announcing the awards were 
sent out to newspapers and_ business 
publications. 

We felt that follow-through to 
make these award vacations truly 
memorable was of the utmost impor- 
tance. Arrangements for the Friday 
Saturday-Sunday stay at the Wal 
dorf, for instance, included dinner in 
the wine cellar at Leone’s, tickets to 


“My Fair Lady ind dinner at the 


Latin Quarter, with plenty of free 
time for sightseeing and excursions. 
Small touches orsages, flowers 
awaiting wives at the hotel height- 
ened the occasion. 

Carry-over benefits from the con 
test are still rolling in, and we expect 
will continue—orders now coming to 
fruition, an astonishing improvement 
in inter-ofhce cooperation, to name 
just two. 

Looking back on what we Can only 
consider a very su essful contest, our 

} 
i 


only regret (which we hope to rem 
edy with the new ontest now being 
developed) is in the area of prizes. 
It’s not that the right men didn’t get 
the prizes, but that not enough of 
the right men got them. Next time, 


we shall try to spread more prizes 
farther down the line. 
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BRIEFING on brainstorming techniques was held before group broke up into small units. 


What G.E. Has Learned 
About Brainstorming 


Conferees should know problems in advance. 
Problems should be real and important. 
Experienced leaders should handle sessions. 
Groups should not be too large. 

Sessions can generate many angles to explore. 


BY. R. H. McMAHAN JR. 


Advertising and Sales Promotion Depart., General Electric Co. 


General Electric experience shows 
how properly planned use of brain 
storming at sales meetings can do 
three important jobs simultaneously. 

1. Help marketing 
problems. 

2. Improve 


solve specific 
feedback of attitudes 
and information from the field. 

3. Build sales-force enthusiasm. 

These are three of the most sig 
nificant continuing problems facing 
any sales manager, and he spends a 
lot of time developing ways to cope 
with them effectively. At General 
K:lectric, we have achieved some ex- 
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cellent 


results in all three areas 


least, a 


to us at 


brainstor m 


through what 
novel departure 


was, 
using 
ng sessions as part of a sales meeting 
agenda. 

Brainstorming, and other creative- 
thinking received 
attention in other 


have 
this and 
years, 


techniques, 
much 
magazines in recent 
wont go into details of 
here. But the broad outline of what 
we did, and results we achieved, may 
serve 
effective 
areas. 


conferences in 


sales 


and we 
technique 


as a valuable stimulus to more 
other 


For your next meeting, choose 
one of these 4 resort locations 


S 


in suburban Chicago on Lake Michigan 


HOTEL MORAINE 
Highland Park, Illinois 


Dn historic plantation coastline 


OCEAN FOR 


Myrtle Beach, South Carolina 


Atop beautiful Blue Ridge Mountains 


MAYVIEW MANOR 


Blowing Rock, North Carolina 


Heart of northland resort area 


Brainerd, Minnesota 


Hundreds of meetings a year are held 
at these four famous resort hotels. 
Complete facilities at each for 300- 
400 persons. Operated and managed 
by Richard Wright and Larry Boyle. 


Address inquiries to 
Rush Strayer, General Sales Manager 
Hotel Moraine, Highland Park, Ill. 


Product department which __pio- 


neered this activity within General 
Electric manufactures many lines of 
small component products used 


throughout industry. These products 
are sold both through franchised dis- 
tributers, and direct 
tomers by General 
Apparatus Sales force. 


to larger cus- 
Electric’s nation- 
About 
35 held product specialists serve as 
eyes, ears and voice of the product 
And, 
periodic meetings 
are held with these specialists. 


So here’s the 


department in all sales areas. 


naturally enough, 


common sales meet- 


ing situation. This department had 


faced it many times, and, in tact, 
had a reputation tor holding highly 
informative, effective meetings. But 
1956 was the best yet and here’s the 
story: 

The 
held off-season at a New England re- 
sort hotel, was attended by about 70 
people, including field product spe- 
cialists, other key field sales person 
nel, and marketing and engineering 
representatives from the product de- 
partment. Complete program lasted 
tor several days, and, of course, in- 
cluded informal 
nouncements ot 


1956 specialists’ conference, 


discussions, an- 


new products and 


The RICE 


Houston’s Traditional 


CONVENTION and MEETING 


*round comfort. 


meeting area. 


success of your meeting. 


B. F. Orr 


General Manager 


Headquarters 


Preferred by smart planners because .. . 


e It’s ideally located in the heart of the downtown district. 
e 1,000 beautiful rooms, 100% air conditioned for year 


e Newly enlarged, redecorated convention, exhibit and 


Meeting rooms for 10 to 1400 persons. 
Especially trained, experienced convention staff to insure 


Finest food and banquet service. 
Reasonable room rates, from $5 single and $8 double. 


The Big, Friendly RI 


CE HOTEL 


Max Peck 


Resident Manager 
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promotional campaigns, and other in 
How 
ever, the unusual element in this con 


formation from headquarters. 


ference was the day devoted to brain 
storming sessions on three key ques 
tions, in which all conferees partici 
pated. 

For this day’s program, the entire 
conference was divided into six 
of approximately 12 people 
‘These groups rotated through 


groups 
each. 

six rooms at the convention site, ac- 
cording to a prearranged rotation 
schedule. In this way, each of the 
three 
worked on by two groups simultane- 
ously, and each of the six groups had 
tackled each problem before the day 
was over. ‘hese were the problems: 


problems was always being 


1. How can we improve our mar 
(and most 
product line? 


ket position on our basi 
highly competitive ) 
2. How can we 


and stimulate sales personnel, part 


better motivate 


larly agent and distributor sales pe: 


sonnel ? 

3. What new or modified products 
might this department logically con 
sider manufacturing and marketing 
during the next five years? 

As you can see, these problems were 
carefully 


pants an opportunity to become thor 


to give the parti 


( hosen 


almost all phases 


oughly involved 


No Competition 
For Attention 


And everything to insure a per- 
fect meeting on our 3500 acre 
estate atop the Poconos. Groups 
of 300 will find attractive meeting 
rooms, comfortable accommoda- 
tions, superb bar and banquet 
service. All winter and summer 
sports. Only 100 miles from New 
York or Philadelphia. 


Check With Us! 


POCONO MANOR 


POCONO MANOR, PA 
Phone: Mt. Pocono 3611 


JOHN M. CRANDALL, General Manager 
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And, 
of “answering” any of these questions 
many new ramifications of the prob 
But 


of the business. in the course 


lems themselves come to light. 

that’s getting ahead of the story. 
the small-group 
combined 
was held at which all three problems 
were announced, and short discussions 
held 


rules 


Prior to brain- 


storms, a briefing session 


on each. Fundamental ground 
for brainstorming 
lined, demonstrated 
Groups then moved to the first round 
of individual where 
selected the 
Each session lasted between 


were out- 


and dis ussed. 
meetings, pre- 


leaders conducted 


ses- 
sions. 30 
and 50 minutes, with ample time be- 
tween sessions for relaxation. 

Results of this approach surpassed 
even 
First of 


scores 


our 
all, 


number 


optimistic expectations. 
in terms of actual 
of ideas relating to 
the tally 


lows (total of all groups, with repeats 


raw 


these problems was as fol- 


eliminated ) : 


Problem 1: 399 ideas on how to 
improve market position. 
Problem 2: 232 


thoughts on ways 
to stimulate sales personnel. 

Problem 3: 466 possible new prod 
ideas. 


Naturally, 


were wild 


uct 


many of these “ideas” 
that’s part of the game. 


A great deal of screening and evalua 


et us help make your next 
sales meeting the best one yet — 
at WORLD-RENOWNED _ 


in of 

$ Hiawatha on a chain o 
—s lakes — incomparab e 
ities plus golf, indoor 
floor shows, danc- 


In the 
27 pine-rimmed 
conference eer 
Ith baths, 
pool nd Fahing. Sold out June, — 
August and September. ‘Some ; _ 
able October dates available _— 
the gorgeous Fall color season. UP 


year ‘round. 


Write or| phone us. 


NORTHERNAIRE 
Three Lakes, Wisconsin 


Phone Three Lakes 481 | 
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However, 
the important thing at this point is 
to appreciate the values that had al- 
ready been obtained. 

First and most obvious benefit de 


tion remained to be done. 


rived from this frenzy of mental a 
was that 
tinuing business problems had_ been 
probed by the 
group of people available. 
99 


tivity three genuine, con 
knowledgeable 
‘Total ot 


problems 


most 


7 ideas relating to these 


g 
had been accumulated in just a few 
Even assuming the somewhat 
10% 
brainstorm-session ideas, 
that 


hours. 
standard figure for survival of 
this means 


just about 100 potentially work 


able ideas for solutions to 


mental business problems were a 


mulated in one day. 


ager couldn’t use that sort « 


sistance ? 
Bi t 1 tk + “re + rr) 
»ut aS 1f that were not sign 
enough, the secondary 


selves were worth everything 


went into the planning and execu 


Problems as 
that n 


subproblems came out 


of these sessions. 
were broad enough 
nie 


meetil 


any 
and many of 
ip 
and problems that 


vealed 


1gs, 
tions’ that came uncovered 

1d ; 
would not 


been re\ under tner 


Question: Where will you get more done 
while you have more fun? 


y. 
AK 


A 
/ ' 


Rea son: 


Sint wa —— ch 
- S pa\)> { 
Hite S/4#-<_+- 


What sales 


I] 


+ 
) 


ink 


benefits ther 


ant 


that 


| sf { aA 
ew, oa 
RE a 7 ioe 


AND THE BAHAMAS 


You accomplish more on the agenda because you relax so 


enjoyably and so completely during the hours in-between! 


Suggestion: 


Plan your convention or sales meeting in the Bahamas; 


besides wonderful climate and excellent sports, there are 


shopping and sightseeing for the whole family. 


Reminder: 


The Bahamas are near by plane or ship . 


. and no pass- 


ports are needed for American or Canadian citizens. 


For complete information: 


NASSAU, BAHAMAS, DEVELOPMENT BOARD 


MIAMI: 1633-34 duPont Bldg. 


CHICAGO: 1230 Palmolive Bldg 


NEW YORK: 307 British Empire Bldg. e DALLAS: Adolphus Hotel Arcade (1406) 
TORONTO: 407 Victory Bldg. 


MEETING PLANNERS HANDBOO 


Handy, pocket-size booklet contains 


What I've Learned from My 11,000 
Speaking Engagements 
Put Small Groups to Work for 
Idea Developments 
Guided Conference: Good Substitute for 
Skilled Leadership 
Why Doesn't Brainstorming 
Always Seem to Work? 
Buzz-Write Workship Insures Participation 
A Conference Is a Contest— 
Do You Win Or Lose? 


reprints of some of the 


planning that have appeared in Sales Meetings Magazine 


CONTENTS (32 pages — more than 14 articles): 


most popular articles on 


If It's Worth Saying It's Worth Reporting 
How Bankers Become Good Speakers 
43 Ways to Excite Interest in 

Your Meeting Objectives 


For the Modern Meeting Planner 
Guide to Styles, Groups, Methods 


Good Audiences—Made Not Born 
It's Real Work to Plan Women's Activities 


Your Planning On-the-Spot Program 
Change Is Valuable 


Send 50 cents in coin to: Readers’ Service Dept. 
SALES MEETINGS Magazine, 1212 Chestnut St., Phila 7, Pa. 


meeting 
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stances. ‘he completely 
no holds 


discussion, not only at the conference 
but for weeks and months afterward. 
feel 
ig Was rejuvenated periodically by 
nformative 


permissive, 
barred atmosphere ot the 
brainstorm session wipes away the in 
hibitions that frequently keep deeper 


teelings from surfacing in more fo1 


(And, of course, this carry-away 


follow-up reporting of 
mal gatherings. 


\s To! 


sessions had ac hieved what no amount 


results. 


salesmen’s morale, these Here a cardinal rule of both brain 
storming and selling becomes opera 


Follow up. Keep 


sales meeting 


entertainment 1 em sold. I: 


inspirational tive. 
speech making could ever ac 
he individual 


1 : 
consulted. 


omplish. the brain 
had been storms, the 


‘They had actually parti plished in 


case of our 


salesmen follow-up was accon 


three steps: 

About two weeks after the « 
direct bearing on their day terence, 
day lite livelihood. Stimula 
led by 


pated in solving business problems 


that had a complete report was 


and to all conterees 1n¢ luding all the l 1 


tion provi this involvement ybtained on each problem. 


. , 
renerated nated conversation and vas connned tf ombinit 


SPOTLIGHT YOUR CONVENTION 
in NEW YORK 


at the Hotel 


NEW YORKER 


New York’s largest skyscraper hotel—the New 
Yorker, tops for convenience and Convention 
facilities ... plus the “know how’ of 
enced Convention staff 


an experl- 


25 meeting rooms 


2500 rooms—125 suites 
358 show rooms and large exhibit space. In the 
heart of the city’s trading and entertainment 
area. Direct subway to Pennsvlvania Railroad 
Station and Island Railroad. Center 
\uditorium adjacent to the hotel (capacity 
35500). New York Trade Show building diag- 


onally across the street. 


Long 


Wr Ate, 
LOngacre 3-1000) 
teletvpe (NY 
Jack Pot 


ir. of Sales 


a) " 
phone 


at 8th Ave 


Cre 


JOSEPH MASSAGLIA JR., CHARLES W. COLE. Gen. Mgr. 


President 


ACROSS THE U.S.A. 
and in HAWAII 


SANTA MONICA, CALIF. Hotel Miramar 
SAN JOSE, CALIF. Hotel Sainte Claire 
LONG BEACH, CALIF. Hotel Wilton 
GALLUP, N.M. Hotel El Rancho 
ALBUQUERQUE, Hotel Franciscan 
HONOLULU Hotel Waikiki Biltmore 
WASHINGTON, D.C. Hotel Raleigh 
HARTFORD, CONN. Hotel Bond 
CINCINNATI, ©. Hotel Sinton 
PITTSBURGH, PA. Hotel Sherwyn 
DENVER, COLO. Hotel Park Lane 
NEW YORK CITY Hotel New Yorker 
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and checking the 


stenographers’ notes to be sure the in- 


ous duplications 


tent of each idea was clear. 
+3 Periodic 


almost a 


intormation letters 


ove! full vear’s time, re 


] 


ported progress in implementing spe 


cihc suggestions. 


3. At “t 


presentation otf 


the next eal onterence 


omplishments d 


rectly traceable t the sessions held 
the previous year got the meeting off 
to the liveliest and 


start of any sales meeting ever held 


enthusiastic 


by this department. nd, of course 

this technique was ed rain at sub 

sequent meetings. 
We're delighted 


t} 


effective 
ne Dr nstorm tech 
nique at We find: 

1) We get rea! ‘Ip or real market 


ing problems 


ness ot 


using 
sales 
learn more 
about what 
and (3) We 


enthusiasn ot 


problems are; 


and 


onfidence 
ng organiza 
tion. 

Seiad 

Basic mechanics of brainstorming 


and are 


have been widely lished 
booklets avail 
Thinking 
Buffalo. 


specific 


succinctly 
able from the 

Foundation, University of 
However, here are 4 Tew 


prese! te | 


thoughts gleaned 


with 


tron ) 


experience 


creative thinking 


sessions in 


sales meetings: 


Supremely Suitable 


for SALES MEETINGS 
CONVENTIONS » BANQUETS 


A distinguished hotel - with 
a distinguished name - in 
the heart of the city 
nearest everything, with 
complete facilities for 
everything. 


* Luxurious Guest Rooms and 
Executive Suites 


* Closed Circuit TV 


* Meeting and Functional Rooms 
for 10 to 850 


MICHAEL A, DEVITT, Sales Manager 


1512 SPRUCE STREET © Kingsley 5-0100 
8. B. LEIDER, Managing Director 
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1. If at all possible, let the con- 
terees know in advance what you are 
planning to do, and what the prob- 
lems will be. This will be simple if 
most of them have participated in 
brainstorming sessions before. If the 
whole idea is new to them, you might 
want to be cautious the first time in 
order to avoid any prejudices against 
the technique. 

2. Make the problems real and im 
portant. Don’t narrow them down to 
unnecessarily small details, but don’t 
let them get so broad that it’s im 
possible to find a good starting point. 
Plan this carefully and well in ad 
vance. ‘Try pilot sessions on proposed 
problems betore finalizing them in 
the agenda 


3. By all 


brainstorming leaders handle the ses 


means have experienced 
sions. An unskilled novice, even if 
he understands what he should do, 
can wreck the whole session while 
he’s learning how t 


4. Don't 


[his is a moot point, and some au 


vet the groups too lar 


thorities claim success with groups of! 
30 or 40 or more. But there is a big 
difference between what can be done 


by a skilled 


professional leader, and what can be 


trained group with a 


expected to work most of the time 


under widely varying situations, with 


CROPPER HEHEHE EEE HEHEHE HEE EEE EOS 


ONE OF AMERICA’S 
BEST CONVENTION HOTELS 


In the center of everything, 
and the best in convention 
and group facilities 


® Private meeting rooms of every size 

@ Private Beach © Olympic Swimming Pool 
® Cabanas ® ‘Tennis Courts 

®@ Putting Greens @ Golf Facilities 

®@ Excellent Convention Staff 


Convention Manager © 
for Full Information . TY 
ON THE OCEAN AT 23rd ST., MIAMI BEACH 


SORES SSE ESE HSH HEHE TEEES 
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part-time experts” in charge of rela 
We like 


to try to keep our groups to a max! 


tively inexperienced groups. 


t 


mum of 12 or 15 people. And, more 
often than not, we find that 8 to 10 of 


is even more desirable. 


5. Allow enough time for sessions 


found it necessary o1 
brainstorming as a 
These attacks, 
relevant to the wild claims of 


issault 


how ever, are 


brainstorming $s over 


fashionable t 


hoax. 


only 
tew 


enthusiastic 


champions, who claim it can “do any 


thing “Solve any 


A good brainstorm cannot be held in can’t. 


15 or 20 minutes. You 


find a slump or dead spot occurring 
after about that much time. 
good leader can get the group through 
this lull, and many of the best ideas it the proper stage 


will come along after two three 


of these slumps. 


6. Finally, don’t be intimidated by 


otten In 


clear analysis or logical 


solvin process, 


y 
generate a whale ot 
short 


to explore and ina 


the critics. Some people have recently ¢ 


Chicago Automobile Show 
Chicago National Boat Show 
Chicago Sportsman's and 
Vacation Show 
International Livestock Exposition 
ond Horse Show 
International Kennel 
Club Dog Show 
International Dairy 
Show and Rodeo 
Notional Metal Exposition 


International Heating and 
Air-Conditioning Exposition 


Republican and Democratic 


National Conventions 
National Packaging Exposition 
Moterials Handling Exposition 


National Machine Tool 
Builders’ Show 


Road Builders’ Show 


and othe? leading 
expositions 


home of the 
internationally famous 


SIRLOIN ROOM 


where the steak is born'’ 


Private dining rooms ond 
meeting rooms 

Four Seasons and Harvest 
banquet rooms 

Postillion Room for 
Private meetings 

Saddle and Sirloin 

Club facilities 


Your Very Next Convention 
or Sales Meeting Should Not Be 
in The Internationally Famous 


international 


Amphitheatre 


Chicago 


is the 
natural spot for your next meeting. The Inter- 


the convention city 


national Amphitheatre has the facilities to 
accommodate meetings, conventions and exhi- 


bitions of any size. 


585,000 Sq. Ft. Exhibit Space 

Air Conditioned Arena Seats 13,500 
New Public Address System 

Parking for 7,500 Cars 

Individual Halls 4,000 to 180,000 Sq. Ft. 
15 Minutes from the Loop 


Direct Your Inquiries To 
M. E. Thayer, General Manager 
Many Smaller Rooms 
Available 


Adjoining Nationally 
Fomous Restaurants 


problem.’ 


brainstorming 


Adjoining the Amphitheatre - 


Stock Yard Inn 


A charming atmosphere housing some of the world’s 
most famous restaurants. Complete facilities for sales 
meetings, banquets and special dinners for groups of 
25 to 800. It will pay you to write for literature, 
plats and banquet menus. 
Direct Inquiries to 
Mr. Robert Foss, General Manager 


42nd and Halsted © Chicago 9, Illinois 


itself. it is no substitute for 
synthesis. 
But a But, if it starts with a well-defined 
problem, and if it is used carefully 


of the problen 


can 


angies 


time. 


nternational Amphitheatre 


Ung inia 3s Bost 


Finest Meeting Facilities in 
All of Virginia Are Yours in 
These Expertly-Managed and 
Tastefully-Appointed Hotels. 


Hee! 
John Marshall 
Fifth and Franklin 
RICHMOND, VIRGINIA 
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RICHMOND, VIRGINIA 
HOTEL KING CARTER 
250 Rooms. Rates from $4.00 
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Sor: Resort C onventions 


Chamberlin 


Old Point Comfort, Fort Monroe, Va. 


The Largest and Finest Hotel on 
Virginia's East Coast 


ginia Room (400) 
NED Hampton Room (425) 
ONED Monroe Room (125) 
Ct 1esapeake Room 
300 Beautifu or a 
All Outsi de, each 1 
seivete ‘ah 


Open All Year 


JET PLANE serves as backdrop for new luggage during visit to Boeing aircraft plant 


Skyway: Meeting Maverick 


Luggage manufacturer does everything — well, almost 
everything—differently. Stages meeting between Christ- 
mas and New Year's; makes wives vital at meetings; lets 


sales reps and wives determine color styling of new lines. 
BY ELLIOTT MARPLE 


United States for 


annual conference at the home 


When Skyway Luggage Company from around the 


calls its 20 sales representatives in the 
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ofhce in Seattle, wives come, too. 
Meetings are held each year between 
Christmas and New Year’s, an un 
isual time for a national sales con- 
ference but no less unusual than some 
of the other practices that Skyway 
has found strengthens its sales pro- 


I 


gram. 
Important Role 


“Wives play an important role in 
our meetings,’ Henry L. Kotkins, 
Skyway president, says. 

Wives are brought in primarily to 
gain a better understanding of their 
husbands’ work. This understanding 
sometimes sparks ideas that help hus- 
bands as they make their rounds of 
Skyway retailers. It definitely en- 
genders a better appreciation of a 
husband’s work and of the need, for 
example, for trips that may keep a 
man away from home on week ends. 
Out of this comes greater stability 
and productivity on the part of sales 
representatives. 


Controls Remote 


As Russ Nason, Skyway’s sales 
manager, observes, controls over sales 
representatives working in. distant 
parts of the country necessarily are 
emote. Under such circumstances 
wives can be a constructive influence, 
the more so as they know and under- 
stand their husbands’ work. ‘‘When 
you hire the man, you hire the fan 
ity,’ Nason notes. He adds that with 
women coming in for the annual sales 
conference, men are more relaxed and 
have a more enjoyable time. 

This year particularly, wives have 
something quite specific to contribute 
to Skyway’s line with new emphasis 
on fashion in luggage. Skyway is 
building its sales program around 
luggage as an item of fashion, and in 
the feel for fashion, women are at 
least six jumps ahead of most men. 
Kotkins explains: “The luggage in- 
dustry has failed to keep up with 
fashion. This year we are out to set 
the pace and to make luggage an item 
of fashion. Like Detroit, we are using 
obsolescence to build sales volume. 
Women, better than men, know how 
important fashion can be. We want 
Skyway wives to help sell their hus- 
bands on the place of fashion.”’ 


Difficult Time 


Skyway’s annual sales conference is 
scheduled between Christmas and the 
New Year. That is a difficult time 
for the family. However, with wives 
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LOOK 
BEFORE 
YOU BOOK! 


FOR FIELDS VALUES ACROSS THE NATION 


Successful functions depend on good direction . . . good direction in 
choosing location . .. good direction once you've arrived on the scene. Fields 
Hotels offer both with 25 hotels in 20 cities; new and interesting locations 


that can add immeasurably to the success of your function. 


In the NORTHEAST there are 3 fine Fields Hotels facilities; in the EAST, 
3 modern Hotels with every convenience; on the WEST COAST, 2 attrac- 
tive locations and unusually fine facilities; in the MIDWEST a choice of 
14 distinctive hotels—and 3 Fields Hotels to serve you in the resort climate 
of the deep SOUTH. All meeting facilities are air-conditioned, guestrooms 


are modern and cheerful, food and beverage is unmatched. 


Once you decide on a Fields location, our staff will help you set up your 
program, plan your banquets and luncheons — the 1001 details of your 
affair will be organized and executed to make your job easier and your 
function a success. Costs are closely figured and above all promises once 
made are never broken when you book into a Fields Hotel. So look before 
you book—look carefully at the values only Fields Hotels can give you 
across the nation. 


FOR INFORMATION ABOUT ANY OF 25 FIELDS HOTELS 
MAIL COUPON, OR TELEPHONE PE 66-3400 OR TELETYPE NY 1-3202. 


NEW ENGLAND DIVISION: 


a | 
Seon cco Hits Me WiLiZe 


ATLANTIC DIVISION: 
The Governor Clinton, New York ACROSS THE NATION 
The Buckingham, New York Executive Offices: Hotel Governor Clinton, N. Y. 1, N. Y. 
cat ma nag Md VICTOR J. GILES, DIRECTOR OF SALES 
e Sisccyne terrace, fami we * . _—— : — 
The Biscayne Plaza, Miami JACK SYRETT, SALES PROMOTION MANAGER 
The Holiday Inn, Birmingham, Alc. 


MIDWEST DIVISION: 


The Coronado, St. Lovis, Me 

The Pfister, Milwaukee, Wis.. 
The Elms, Excelsior Springs, Mo 
The Ooks, Excelsior Springs. Mo 
The Evans, Columbus, Nebraska 
The Lincoln, Lincoln, Nebraska 
The Capital, Lincoln, Nebraska 
The Madison, Norfolk, Nebraske 
The Rome, Omaha, Nebraska 
The Lincoln, Scottsbluff, Nebraska 
The Clinton, Clinton, lowe 

The Lofayette, Clinton, lowa 

The Chieftain, Council Bluffs, lowe 
The Talicorn, Marshalltown, lowa 


WESTERN DIVISION: 


The Senator, Socramento, Cal. 
The Green, Pasadena, Cal. 


Director of Sales, 

FIELDS HOTELS, 

HOTEL GOVERNOR CLINTON, 

371 7th Avenue, New York 1, N. Y. 


Please send me your Function Folder on the 


—_ HOTEL 


NAME 


STREET 


CITY 


Little Frock! 


IDEAL 


Convention 


LOOK AT YOUR DEALERS OR 
MEMBERSH/P AND COMPARE 
LITTLE ROCK’S LOCATION... 


+ 
V CHECK THESE ADVANTAGES, TOO! 
Vv 4 modern hotels v Central location— 
Vv Ample air good transportation 


conditioned rooms 


v Air conditioned 
banquet rooms 


Vv Excellent eating 
facilities 


Vv Reasonable prices 
v Air conditioned 
municipal Vv Numerous golf 
auditorium courses 
Vv Historical sights v City of hospitality 
= 


FOR INFORMATION, WRITE OR PHONE 
H. J. BURFORD, General Manager 


SOUTHWEST HOTELS, Inc. 
P.O. BOX 389 


LITTLE ROCK, ARKANSAS 


Convention 
perfect 


IDEAL LOCATION: 3000 acres in 
colorful Allegheny mountains, conven- 


ient to train, plane, bus or car to 


Bedford exit, Pennsylvania Turnpike. 


SUPERB FACILITIES: 
and staffed for groups of 25 to 550. 


equipped 


Championship golf course, in-and-out- 
door swimming pools, private lake, all 
sports. Complete bar and beverage 


service. 


SPECIAL CONVENTION RATES: 
throughout season April 15 to Nov. 15. 


Write, wire or phone (Bedford 500) 


Bedford Springs 


Bedford, Pennsylvania 
E. Harris Knight, Sales Manager 


attending, the conference gains the 
atmosphere of a combination ‘‘work- 
play” trip. The time is 
selected because, from a business point 
of view, it is ideal for the company 
the low point in the year, when re 
tailers have had their focus on holli- 
day business and are now involved in 
year-end clearances and aren't 
yet to talk to factory 
about next year’s 
factory, this is an ideal time for final 
production. 


business 


ready 
representatives 
business. For the 


planning on new 


At Home Office 


Skyway conferences are held at the 
home ofhce and factory at Seattle, and 
at a hotel in the city. ‘This 
means bringing sales representatives 
and their wives the length and breadth 
The 
holding the annual conference in Chi 
cago one yeal but that location didn't 
work ‘The 


had none of the feeling of the home 


home 


of the country. company tried 


out. Chicago conference 


ofice, nor were there visits to the 
factory to give the sales representative 
a better understanding of | selling 
points in the construction of Skyway 
products. When meetings are held at 
Seattle, a 


suggestion trom one ot 


salesman’s suggestion 
the wives 
for a new style or a change in fabrics 
or linings can be made up at once and 
be brought 


same day for evaluation by the entire 


into the conference the 


group. 
Helped Establish Line 


Skyway wives, by their ideas and 
comments, actually helped establish in 
late December the Skyway line that 
had its world premiere in Paris in 
February, the first Paris premiere for 
any American luggage manufacturer. 
This month (July) the same line is 
g displayed at the national luggage 


show in New York City. 


Shift to fashion in luggage is new. 


being 


As Skyway notes, for years luggage 


came in just two colors: black o! 
brown, or, if one was really daring, 
in light brown. Postwar, Skyway 


broke from this pattern and brought 
out luggage in pastels. But the in- 
dustry still held to leather 
imitation leather as basic texture. 


and to 


Further Departure 


This year Skyway made a furthe 
departure: It developed a fabric with 
a textured finish similar in appearance 
to what the trade calls Italian tweed 
or Italian silk. One of Skyway’s all 
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COMPLETELY AIR CONDITIONED 


HO VEL. 


Are 


Weslier T. Keenan, General Manager 
Offices: New York, Circie 7-7946; Chicago, 
WhHitenhall 4-7077; Cleveland, SUperior 
11-0420; Washington D.C., MEtropolitan 
8-3492; Miami, FRanklin 9-7852 


“SS ‘ 
SHAWNEE-ON-DELAWARE, PA. 
A distinguished summer resort 
in the Poconos catering to ca- 
pacity meetings during May, 
June & September, October. 
Accommodations for smaller 
Executive Groups in July & 
August. Air-conditioned public 
space. Capacity 225-250. “Golf 
Capitol of the East”, plus other 
sports facilities. 


WELDON S. GARRISON 
General Manager 
EDGAR A. SWEET 
Sales Manager 
Telephone 
STROUDSBURG 140 
Int'l. Reps. 
ROBT. F. WARNER, INC. 
17 East 45 St. 
NEW YORK 
MU 2-4300 
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new textures is called ‘“‘baflle boucle” 
and comes in a complete series of 
colors. The design is registered by 
Skyway in the U. S. Patent Office. 

Skyway has brought out other new 
products this year, recognizing that 
each year more people are traveling 
farther and staying longer—and that 
takes luggage. Among new products 
is the “Casualite’ line including 
double-tote cases. This luggage—in 
both men’s and women’s styling— 
features a zipper opening on each side. 
One side constitutes ‘week-ender”’ 
capacity—the other side constitutes a 
wardrobe. Altogether Skyway esti- 
mates that 60% of its 1958 sales will 
be in products which were new in 
1958 and which received the final go 
ahead at the year-end sales confer- 
ence. 


Gets Reactions 


Before committing itself to produc- 
tion of a new line, Skyway likes to get 
the reaction of both its sales repre- 
sentatives and their wives. Sales 
representatives, covering Skyway’s 
5,000 accounts, know best of all what 
the reaction will be from various 
types of stores and from various sec- 
tions of the country. A charcoal color 
may go well in San Francisco or 
Seattle, for example, but in the South- 
west pastels or even white may out- 
sell charcoal. Thus, reaction from a 
representative from San Francisco 
will differ from that of the repre- 
sentative from Houston, and Houston 
will differ from Minneapolis or 
Boston. Skyway listens closely for re- 
ports from sales representatives and 
their wives from each area. 


Detailed Program 


Detailed program for each Skyway 
annual conference is worked out in 
advance for both men and women. 
Men have morning and afternoon 
sessions every day with the exception 
of Sunday morning. Wives generally 
have mornings free but then have an 
afternoon program that brings them 
together and helps them have fun in a 
city away from home. One or two 
business sessions are also attended by 
wives. Informal social gatherings of 
representatives and their wives each 
evening result oftentimes in the inter- 
change of many valuable ideas. 

This past winter, sales representa- 
tives and their wives began arriving 
by air late on the day after Christmas. 
First business session for men began 
on Dec. 27, at a 7 AM breakfast. 
Wives began their program at noon, 
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DESIGNED WITH MEETINGS IN MIND... 


The 
mpress 
The FIRST in MIAMI BEACH 


Featuring a Convention Ball Room with banquet facilities for over 800 per- 
sons...4 additional Meeting Rooms—Special Display Areas— Penthouses... 


«++ for pleasure: 
Huge salt-water swimming pool... private 
beach... night club... fully equipped Turkish 
Bath ... complete entertainment program. 
+e and for convenience: 

Ideal oceanfront location convenient to golf 
... racing ... deep sea fishing ... shopping... 
theatres and night clubs...Completely Air 
Conditioned with individual thermo control 
; in every guest room. 
" : zs * Write for Color Folder and Convention Specification Sheet 
a al OF H.S.M.A.—JERRY LEPRE, General Sales Mgr. 

DIRECTLY ON THE OCEAN—43rd to 44th Streets— Miami Beach, Florida 


Da, TTR ggg ait TQ os RA sas 


To get things done... 
have mor “tin 


COME TO POINT CLEAR, YOUR PRIVATE PLEASURE-LAND! 


New Lagoon Reom 
Skylounge 
Club House Loft 
Championship Golf Course 
rom cxann, maneaon Deep-sea cruisers 
4 © Swimming pool and white sand beach 


Distinguished cuisine and service, plus luxurious comfort and the 
privacy of a 350-acre estate have established Grand Hotel as a 
favorite resort for discriminating guests. Add to these features the 
finest of meeting rooms and you have all the facilities you could ask 
for a successful, enjoyable meeting! Available al] year, except March 
and April. 


Maximum 200 persons (120 double rooms and suites) 


For Convention Information Kit, write James H. Pope, Convention 
Manager, or Harry A. Peters, Jr., Director of Sales 


GRAND HOTEL © POINT CLEAR © ALABAMA 


Murray Stevenson, Vice President 


insure the success of your incentive 
program ...with Happiness Journeys 


travel “know-how” 


Our experts will plan your entire incentive pro- 
gram from the selection of a theme to the awards 
to winners ... arrange trips to anywhere in the 
world. Merchandise prizes through our associate, 
John Plain & Company. 


Write for free brochure Incentive Division 
of the best values in Happiness Travel Service 
incentive travel. 6 East Monroe St. + Chicago 3, Il. 
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FLORIDA'S LARGEST . 


_ and most complete convention 
and exhibit service — designed 
to meet your needs. 


| sai THE HEART DESINYS 


i 5 ls 1 
Cocaine DESIGNERS and BUILDERS 


PLANNING © DESIGN © DISPLAYS © EXHIBITS 

BOOTHS © FURNITURE © INSTALLATION 

REMOVAL © SHIPPING © TRADE SHOWS 
SALES MEETINGS © CONVENTIONS 


Are you planning a convention at the 

New Miami Beach Exhibition Hall or 

any of the hotels? We'll be glad to 

supply you with any technical informa- 

tion regarding the many facilities avail- 
able in this area.—We 


“9% invite your inquiry. 
pe Write or call today: 


BERKE DISPLAYS, Inc. 


1733 N.W. 20th Street 
MIAMI, FLORIDA 


Phone: NEwton 5-5376 


4 WONDERFUL SPOT ‘ 
or 
EXECUTIVE CONFERENCES 


\. GREAT OAK 
“Slee cLuB 


on the beautiful upper 
Chesapeake Bay 

Less than an hour by plane from 
New York to private airfield on 
Great Oak’s 1500 acre estate. Only 
two hours by car from Philadelphia 
or Washington. Private yacht 
available for transportation across 
Chesapeake Bay from Baltimore to 
Great Oak. Superlative lodging and 
modern meeting space available for 
groups up to 80 persons. There is 
auditorium seating for 200,three dining 
rooms, three cocktail lounges, 
marvelous Eastern Shore cuisine. 
Completely air conditioned. Open 
year round—every seasonal sport can 
be enjoyed on estate. You'll “‘get 
things done”’ at Great Oak. 
WRITE FOR BROCHURE—sce why Great Oak 
is called ‘‘The Key Largo of the North”. 


GREAT OAK 
LODGE and YACHT CLUB 
Fairlee Creek, Chestertown, Md. 
Robert C. Trier, Jr., General Manager 


Dec. 27, with a dinner at one of the 
fashionable eating places of Seattle, 
Outrigger Room of the Benjamin 
Franklin Hotel. Mrs. Kotkins was 
hostess and told of some of the things 
and do in Seattle. That after- 
noon was free for shopping or what- 
ever the women chose. 

Joint evening dinners and enter- 
tainment varied widly. 
featured a seafood dinner at a water- 
front establishment. Another was at 
the Boeing Airplane Company execu- 
tive dining room, followed by a tou 
of the plant. A Sunday evening, after 
the usual work session for the men, 
brought the men and women togethet 
at the Cirque Playhouse for a buffet 
dinner and a private performance 


to see 


One evening 


Japanese Costumes 


affair in many 
ways was the evening at Bush 
Gardens, Seattle’s world famous 
Japanese restaurant. For this occasion 
Skyway flew in Japanese 
from Tokyo. During one afternoon 
the women’s group met at the Kot 
kins home in what turned into an 
informal sewing circle and style show 
as the women took tucks or other ad- 
justments in their kimonos andt fitted 
sandals and wigs, and experimented 
with Japanese makeup. In the eve- 
ning the men and women of the Sky- 
way group dressed in Japanese garb 
at the hotel and traveled by special 
bus to Bush Gardens. 

Final joint social event was a New 
Year’s Eve party at the Kotkins’ 
home, attended by nearly 100 persons, 
including sales representatives, their 
wives, top Skyway personnel at Seat- 
tle, and others. 


the highspot 


costumes 


Japanese Inscription 


Japanese garb also figured in the 
theme for the men’s sessions. At the 
outset of the sales conference, field 
men were given Japanese Happi coats 
with an inscription on the back in 
Japanese characters. Translated, the 
inscription said: “You will neve: 
know until you try’—pointed refer- 
ence to Skyway’s new styles, new 
products and new ideas. 

One specific task for wives at last 
winter’s conference was to help select 
various colors and types of linings 
and fabrics. Skyway made up a num 
ber of pieces of luggage each with 
different combinations of outer fabric 
and harmonizing interior linings. One 
at a time wives examined these pieces 
of luggage and_ expressed thei: 
opinions and the reasons. Of the new 


baffle boucle fabric, 


women were 


El Mirador 


.. cordially solicits your 
group meetings from 25 to 400. 


@ ... Adequate meeting, dining 
and conference rooms. 


@...For your free 
time, outstanding 
resort facilities 

in the heart of 
Palm Springs. 


HOTEL 
PALM SPRINGS, CALIF. 


Contact: 
RICHARD VANDER VEER 
Manager 


NEARBY 
PENNSYLVANIA 
COMPLETE 


CONVENTION FACILITIES FOR 
MEDIUM & SMALL MEETINGS 


A fine hotel, equipped with every 
modern technical and physical aid for 
successful meetings, in a scenic set- 
ting, at the “top of the Pocono Moun- 
tains.” Rooms with bath, phone. Cot- 
tage accommodations available for 
greater privacy. Fine food. All! sports 
facilities. Special Convention rates. 
During past five years Skyline has 
established an enviable reputation as 
host to many nationally known Com- 
panies. (Names on request). 


90 miles from N.Y. and Philadelphia. 


the SKYLINE INN 


AND COTTAGES 
Mount Pocono, Pennsylvania 


Edward C. Jenkins, Manager 


AbhAaDAHhADAS 
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asked to pick out their three top 
choices of color. Skyway finds that 


by asking the women to do this alone, VE / 
) x —= " oe 5 this a ne NUMBER ONE IN ASSL BAHAMAS 


rather than in a group, the response is 
freer and more independent. 


One session of the sales representa- 
tives was devoted to nothing but 
fashion. Here the key speaker was 
Roy Strang, manager at I. Magnin, 
Seattle, exclusive women’s store. With lf, 
Strang was Evelyn Crosbie, the 


store’s fashion director. BEACH HOTEL 


Completely air conditioned ; 
right on the ocean. Fully equipped 
meeting rooms for large or small 
groups including the separate 
thatched-roof Jungle Club, accorn- 
A luncheon session was devoted to modating up a <p nY :' 
lew Cabanz W ision-Leve 
the economic outlook. Here, Barrett New Cabana Clu 7 ane > 
T sates : Pool ... private ocean beach, water 
National Bank of Commerce + sports, golf, tennis on 50 fabulous 
economist and vice-president,  dis- ; acres. Superb cuisine, entertainment 
cussed the economic outlook To! l 58 = nightly. 
a JOHN L. COTA, Gen. Mgr. 
and its meaning as applied to Sky- 
way’s merchandising plan. Skyway’s L ; Full details, dates available 
program in 1958 is to offset, by new si * WILLIAM P_. WOLFE, Rep. 
produc ts, new fashions, and new sales ; é e., New York 36 LO 5-1114 
effort, whatever decrease might de- 


Economic Outlook 


Green, 


velop in the nation’s economy as 
whole. 

Still another session brought in 
Henry S. Huym from the accounting 
firm of Moss, Adams & Co. to talk 
about maintaining income tax records 
by sales representatives. At a break- 
fast meeting, Herman Fisher, B. F. 
Goodrich Co., whose product, Koro- 
seal, is one of Skyway’s exclusive 
teatures, spoke to the group about the 
technical advantages of Koroseal. 

On New Year’s Day men and 
women of Skyway’s field force began 
the air trip home after five days of 
intensive work broken by evening re- 


> 2 king-size beds, TV in every room, and 
laxation. What the sales conference 
meant to Skyway is summed up by 


more. Meditate now. Then call TWX IP380 
Kotk; : for your reservations. It pays t’bet on the 
Ockins ; Marott as your Shangri-la in Indianapolis! 


High Priest of the Himalayas? Not this exalted 
executive. He’s discovered a real Shangri-la for 
sales sessions in the midwest—the Marott Hotel 
in Indianapolis! Business topics? They almost 
resolve themselves in this perfect sanctuary that 
features closed-circuit television facilities, 


“For Skyway the five days of our 
annual conference were the most im- 
portant days of the year. This yea: 
we began the conference with a 
variety of ideas as to 1958 designs, Yep ma rott hotel 
but we maintained a very fluid posi- 
tion which could be shifted rapidly. SESE GAEEAEE ST, AE ESS ee OOS. HEARNE, OMNIA 
During the conference we determined , ice sateen ag Reset, 
colors, styles and designs that would 
be produced during the coming year. 
We established the advertising pro- 
gram for the year, including national 
and point of purchase material. We d For your next national, regional or 
reviewed company policy on sales out- ; ‘| district convention, sales meeting or 
lets—to whom we sell, and how we mf | group get-together, you can’t pick a 
sell. We came to know our own sales ‘ 1) Vg peuer mecting place than one of 
ia F . . , , these big Great Lakes cruise ships— 
representatives and their wives better | ’ the SS NORTH AMERICAN or the 
SS SOUTH AMERICAN. Let us tell 
you why. 


Write, Wire or Call 


Free parking in two areas on hotel premises. 
CALL US AT WALNUT 6-4571 


and to understand them as_ indi- 
viduals. 


? _—_ . 
on ° - >. oh cat 
For us, those were a significant ae Sd # goer aneh 
five days that have gone a long way . N. L. CHINNOCK 
toward making this year one of our Sn 5 General Passenger Agent 


most outstanding years .in a well a a 
established pattern of growth.” 
: FOOT OF WOODWARD AVE 
is GEORGIAN BAY LINE / yoo ty 


3-6760 * DETROIT 26, MICH 
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For The Life of Your 
Convention 


Practice is a notch 
or two above training 


as an aid to speaking 


and The Convention 
of Your Life 


THE : 


Wun’ lsingltre 


BRETTON Wwooods A worn. 
NEW HAMPSHIRE 


The largest and finest convention meet- 
ing resort in New England, 10,000 acre 
estate. 10 separate meeting rooms, ex- 
hibition hall, dining room seating 800, 
completely trained staff to make your 
work a pleasure. 18-hole golf course, all 
sports, entertainment, and the greatest 
chefs in the U.S.A. Convention season, 
June thru October. Write today for 
brochures, programs and menus, 


All Inclusive Rate . . . No Extras! 


BEN HARRISON, Managing Director 
WIN CHESLEY, Director of Sales 
1 East 57th St., New York City, PLaza 5-7640 


fox. South's Supreme 
~ Hotel with a 
Personal Touch 


* Atlanta's largest Exhibition Hall—seating 
2500, located at ground level, no eleva- 
tors required and completely staffed and 
equipped. 

* Banquets—20 to 2000. 

* Twenty-seven (27) meeting rooms 
adjacent. 

* Five (5) restaurants in latest vogue. 

* Nation's finest floor of meeting rooms. 

* Fabulous Empire Room with dining, dancing 
and star entertainment. 

* Arcade Shops of latest decoration. 

* Suites furnished in imported fabrics and 
collectors’ items. 

* Summer Garden dining and dancing. Rain- 

, bow mystic lighting surrounds you. Enter- 
tainment is the fastest 50 minutes in show 
business. 


A small City, within 
itself, with Southern 
hospitality flowering 


atlanta Biltmore 


Can You Think 


On Your Feet ? 


BY T. HARRY THOMPSON 


As it must to all men, no matte: 
what their line may be, there comes 
a time when they will be asked cold- 
turkey to stand up and say a few 
words. 

It may be to a hand-picked group 
of six to a dozen, or it may be a 
jam-packed auditorium. How will we 
react when the chairman brings down 
his gavel and we hear our name, like 
the sound of doom in a_ haunted 
house ? 

It all depends! 

It all depends on how much prac- 
tice we've had thinking on our feet. 

| Dale Carnegie would never forgive 

| me, but I believe that practice is a 

| notch or two above training, as ex- 
cellent as I know the latter to be, and 
which I heartily recommend—espe- 
cially to the timid. 

In a large firm where I spent most 
of my business life, I noticed that the 
fellows who could stand up and talk 
without apparent preparation were 
Sunday-school teachers. And the de- 
duction is as simple as falling out of 
an upper berth. 

Those men, over a period of years, 
had been used to addressing groups— 
in all sorts of social and _ business 
affairs connected with their church or 
synagogue or Sunday-school. 


YOUR digestion may suffer—never 
knowing where the lightning will strike. 
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As I recall them, they were not 
especially educated men. They goofed 
on grammar, even as you and I, But 
they looked at ease. They did not tug 
at the buttons on their sleeve. They 
did not put a hand first in one pocket 
and then in another. Blood did not 
rush to the backs of their necks as 
though they had just been caught 
cheating. 

And what gave them this poise, 
this ease, this gift-of-gab, as the old- 
timers called it? I believe that, more 
than anything else, it was the practice 
they'd had. So, from where I sit, there 
is no substitute for practice. 

But training is a good thing, too. 
There are several schools that have 
worked-out that are most 
practical. One of the nicest things 
about such schools is that the other 
beginners are just as scared as you 
are. 

A school that has a dinner session 
and an after-dinner session, each with 
a different instructor, is the kind I 
know best and like most. First week 
or two, you are eating your soup 
when the instructor says: “Let’s hear 
a few words on the post-office situ- 
ation from Joe Johnson.” That’s you! 

A little nervously, you push your 
chair back away from the table and 
hope you won’t knock it over. You 
kill a moment or two wiping your 
chin with your napkin, trying to 
gather your wits so that you may hold 
forth for two minutes (the standard 
length at these sessions) on the as- 
signed subject. 

There is this great advantage. The 
other 39 men and women are pulling 
for you. They’re your friends. When 
you sit down, at long last, they ap- 
plaud like crazy, just as you will do 
when it’s time for one of them to be 
called on. 

Of course, your digestion may 
suffer a little at first, never knowing 
where the lightning will strike. Your 


systems 


SALES MANAGEMENT 


Planning a Convention or Sales Meeting 


D.C. Transit offers expert assistance in planning 


your recreation and transportation program! 
. Be sure to include D.C. Transit: 


SIGHTSEEING TOURS * LIMOUSINE SERVICE * MODERN MOTOR COACH SERVICE 
@ The widest choice of scheduled sightseeing tours of 
Washington, D. C., Maryland, Virginia. . 
many exclusive sightseeing innovations. 


modern, air-conditioned Cadillac limousines with uni- 
. including formed chauffeurs. 


@ New, low-rate modern motor coach charter service 


@ The largest fleet in Washington, D. C. of ultra- with expert drivers. 


For information, literature and reservations, phone FEderal 3-5200 


or write or wire... D. "ed Transit System. Quc. 


A complete transit fleet serving the nation’s capital. / 3600 ‘“‘M’’ Street, N.W., Washington 7, D. C. 


it’s a natural! meeting rooms on one floor 
arranged for maximum convenience. 


The Baker Hotel, ideally located in the 
heart of cosmopolitan Dallas, gives you 
unexcelled convention facilities and 


will enable your convention te function 
t smoothly and efficiently. 
Boos h Hotel English Room—dining, 85—meeting, 125 
tne 
g 


sy C hoosi™ Tally-Ho Room—dining, 45—meeting, 50 


As Camellia Room—dining, 35—meeting, 40 
; oe i, Reoms, 1-2-3—dining, 135—meeting, 150 
Ak hig Each room individually will accommodate 
rg : » 
AS a 


45 for dining and 50 for meetings 
Room 4—dining, 30—meeting, 40 
Roem 5—dining, 50—meeting, 50 
Crystal Ballroom and Lounge— 
dining, 1,300—meeting, 1,500 
Texas ioe -Giainn. 185—meeting, 225 


Completely air conditioned 
Drive-in Motor Lobby 
TV and radios @ Central Location 
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“HAVE SALES 
WILL TRAVEL” 


. will be the happy theme 
of your dealers or salesmen 
when you place your travel 
sales incentive program in 
the hands of Lee Kirkland 
Travel . . . over 20 years ex- 
perience and service to lead- 
ing industries and organiza- 
tions assures perfection of 
every detail 


SPECIALISTS 
IN 
TRAVEL SALES 
INCENTIVES 


LEE KIRKLAND 
TRAVEL 


Executive Offices Sales Office 
1 Baltimore 30 North La Salle 
Kansas City, Mo Chicago, Illinois 


To paraphrase Webster... Y 
conventions: (con-ven’ shuns) 


a synonym for 


\ MIAMI BEACH 


the City DESIGNED for 


CONVENTIONS 


= 


More than 34,000 modern air-condi- | 
tioned hotel rooms... many hotels | 
equipped with convention auditori- | 
ums and technical facilities and... for 
the really big convention the new | 
MIAMI! BEACH EXHIBITION HALL | 
with a capacity of 15,000 | 
and smaller meeting rooms 
from 170 to 825 connected with the | 


MIAMI BEACH AUDITORIUM 
with a capacity of 4,300. 


Both within minutes of hotels, restau- 4 
rants, shops and a world of pleasure | 
for those out-of-session hours. i 


The Miami Beach Convention Bureau 
spends as much time serving your j 
} convention as it does securing it. 


TOE LTT 


Li 


yy Thomas F. Smith, Director 
Miami Beach Convention Bureau 
Municipal Office Building 
Te 


For details, write 


Miami Beach 39, Florida 


eyes may a bit, so that you seem 


to see rows of cantaloupes instead of 


glaze 


human heads. But this will pass, I 
assure you. It may take four weeks 
of eight sessions, or it may take the 


entire eight weeks of 16 sessions. The 
fog will lift, 
One alone 
worth the price of the entire course 
The Heckling Session. It’s all aoe. 
clean fun, but it can be pretty discon- 
certing when one of your classmates 


I guarantee. 


session was, fo me, 


yells: “I don’t agree with you for a 
moment” or, more likely, ‘Oh, 
yeah?” This is part of the training. 


You won’t let it throw vou off stride 
They can vell like 
war-path for all 


determined to be 


once you 
Comanc 


you care, tor you are 


get going. 


hes on the 


You'll be 
week for 
away your shy 


public-speaking 
amazed how 
eight weeks will take 


courses. 


one night a 


ness, will teach you to open your 
mouth instead of imitating a ventrilo 
quist, will break you of the speech 
habit of saying “‘and-a” for just plain 
“and” 


h one hand in 


y oul 


You won't stand wit 
your pocket any gestures 
will be natural and far 
prescribed hands or 
head. With or without a microphone, 
you will speak loudly enough to be 
heard at the back of the 

But, as I said at the beginning 


above any 


more. 
ones trom 


movements of 


room. 


over and training you get 
by professionals, get 


thinking on your feet. Wi 


some practice 


ho it trving 


heard to monopolize the conversation, try 
So, if you can possibly spare the holding forth at a family gatherin 
time, arrange for some training by See if you can’t hold the interest o 
people who have made a specialty of small group. 
—— 


“Extras” 


have *} 


Belgians may much fanfare 
with their fair this year, but France 
is quietly lining up the incentive busi 
ness. Within six months of establish- 
ing Conventions and Sales Programs 
Division, French Government Tour 
ist Office booked over 5,000 incentive 
travelers to France. 

Areas being promoted by the 
French are Cannes, Nice, Biarritz, 
Deauville, Aix-les-Bains and 
These are the 


Evian. 
luxury resort sites that 
offer convention facilities, Gallic 
charm and special ‘deals’ for in 
centive planners. “Deals” involve the 
local citizenry’s going all-out to 
please American This in- 
cludes free use of convention halls, 
municipal parties, fashion shows and 
red-carpet treatment by local digni- 
taries. 
Other than 

American knows 


groups. 


Paris, the average 
little of France. 
French Tourist Office’s job is to 
direct incentive travel to outlying 
areas where rates are more reasonable, 
where more personal attention can be 
given to groups and travel business is 
more valued to the communities in- 
volved. Toward this end, the tourist 
office has developed a series of aids 
for incentive planners to make trips 
more meaningful to trip winners. 
“Meeting your counterpart” is an 
activity that has appeal for incentive 
planners and is handled by the tourist 
office as one of its services. What i 
does is arrange for American groups 
to meet their counterparts in France. 
This allows Americans to get closer 
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Lure Incentives to France 


French scene, to talk to people 
> kind of job abroad. 
planners pro 
contests, the tourist office 


to the 
who do the same 
To help 
thei: 
has created 
with symbols of French sites, 
to be shown at kickoff meetings, 
irds that can be 


incentive 
mote 
a collection of tent cards 
Movies 
post 


put on a record 


plaver (78 RPM) with a recorded 
welcome to France and a series of 
posters tor room decorations. 


Among the light touches arranged 
by the office for 


travelers is the distribution of per- 


tourist incentive 


fume samples and flowers. 


Biggest incentive cou p tor the 


French is the 2,000 Fedders-Quigan 
dealer movement which will shuffle 
back and forth in groups to Cannes 


in September and October. A visit to 
Paris will be one of the side trips. 
Aetna Insurance Co. will take a 
group to Nice, Grasse and Paris this 
year as one of the more than a dozen 
large incentive movements booked. 
RCA has signed for a trip to Nice 
and Paris. 

France is the only European coun- 
try to recognize incentive travel 
business potentials. It is bringing the 


values of this business to the atten- 
tion of its resort communities and 
thereby laying the groundwork for 


special attention to American business 
When local officials turn out 
to welcome incentive travelers today, 
they really mean it. Each satisfied 
group this year could mean two next 
year. ® 


groups. 
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Meeting to Turn 


Prospects into Customers 


Autonetics "softens'' prospects for potential sale of its 
computer via the conference route. Five-day course on use 
and operation of equipment is constantly revised and 
geared to individuals who attend. Sessions are regional. 


BY R. F. GEIGER 


Chief, Market Planning, Computers 
Autonetics, Division of North American Aviation, Inc. 


To most people the very word 


“computer” is an awesome bugaboo. 

Science fiction has vested this really 
harmless computing machine with the 
conscious personality of a fearsome 
Technical litera- 
ture, by its description of computers 


bevond the 


laymen, 


electronic monster. 
in a jargon completely 
ordinary 
has added the stigma of unconquer- 
able complexity. 

Thus, to sell computers, the sales- 
man must first make his potential cus- 
tomer unafraid of computers. 

North American Aviation’s Auto- 
netics Division knows that the com- 
puter is a helpful tool for general 
business and scientific calculations 
and is simple to understand and oper- 
ate. To help the customer realize 
this, the Division offers a free cus- 
tomer-training course on computers in 
general, and on Autonetics own port- 
able RECOMP II in particular. 

Purposes of the Autonetics course 
are fourfold: (1) to remove the mys- 
tery of computer operation for the 
uninitiated, (2) to help the customer 
to realize applications of computers 
in his own business, (3) to instruct 
the customer in general programming 
and operation of the RECOMP com- 
puter, and (4) to advance the appli- 
cations of computers by making them 
more useful. 

The five-day training course is given 
consecutively in Autonetics’ three re- 
gional sales offices: Downey, Calif.; 
Dayton, Ohio; Washington, D.C. 
Between each two series of regional 
presentations, an approximately 
month-long interval is used for re- 
view and evaluation of the course 
series just completed. 

Upon special invitation, the course 


comprehension of 
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is given at custome! lox ations. These 


sessions are particularly profitable. 
Since they are given in response to 
customer-recognized need, attendance 
is always excellent, interest is always 
high, and followup sales volume is 
usually of high potential. 

Practically immediately 
of each series of courses, work is begun 
on obtaining an enrollment list for 


at the end 


the next session. 

First, a detailed course description 
and schedule, attached to a torm let- 
ter, are sent out to all potential RE- 
COMP customers. Individual cus- 
tomers who respond to the form lette: 
and course announcement are con- 
tacted in person. About three weeks 
before the scheduled to 
begin, a telephone campaign is put 
into action, and a strong attempt is 
made to impress prospective custom- 
rs with the opportunities and advan- 
available to them through 
course attendance. 

Approximately one week before the 
course’s scheduled beginning, an effort 
is made to freeze enrollment. Expe- 
rience has shown that only about 
40% of original enrollment partici- 
pates in the course after the first day. 
Some attendees already are well 
versed in general computer principles 
and need to attend the Autonetics 
course only long enough to gain spe- 
cific knowledge about RECOMP; 
some, because of more urgently press- 
ing obligations, are able to spare only 
a single day for the RECOMP 
course. 

Original enrollment is purposely 
limited to approximately 40 people, 
with the knowledge that during the 
last four days of the seminar attend- 


course is 


tages 


- ance will probably drop to 15 or 20. 


SWIG MANAGEMENT 
YOUR CHOICE OF 


=& 


GREAT HOTELS 


FOR SALES MEETINGS 
IN THE WEST! 


SAN FRANCISCO, CALIFORNIA 


The world’s most enviable hotel location— 
high atop Nob Hill. 7 distinctively different 
dining rooms and bars, world famous enter- 
tainment. 19 meetingrooms seat up to 1000; 
room accommodations for 600. European 
Plan rates 


flntters 


COLORADO SPRINGS, COLO. 
Completely modernized. Spectacular view 
of Pike’s Peak—summer and winter sports 
center. Pool, golf, riding, nightly entertain- 
ment and dancing. Wonderful food in 4 new 
restaurants. Good air and rail transporta- 
tion. Various meeting rooms seat up to 600 ; 
room accommodations for 450. Open all 
year. European Plan Rates. 


Slee, 


HOTEL & SPA 
SAN BERNARDINO, CALIFORNIA 


Complete freedom from distractions in a 
2000-acre foothill estate, only an hour from 
Los Angeles. One of America’s most beau- 
tifully appointed resorts. 2 swimming pools, 
golf nearby, tennis, etc. Various meeting 
rooms, including theatre. Accommodations 
for 300. Open all year. European Plan Rates. 
Natural Spring Caves and masseurs! 


(Wission Inn 


RIVERSIDE, CALIFORNIA 
Historic charm in a modern setting. Hotel 
completely modernized with distinguished 
food in beautiful new restaurants. 1 hour 
from Los Angeles and Palm Springs. Mag- 
nificent pool, golf, etc. 10 meeting rooms. 
Accommodations for 400. Open all year. 
European Plan Rates. 


FOR FURTHER INFORMATION— 


write the hotel direct or consult John A. 
Tetley Company, 3440 Wilshire Blvd., 
Los Angeles; phone: DUnkirk 8-115]; 
Fairmont Hotel, San Francisco, phone: 
Exbrook 7-2717; Leonard Hicks, Jr. & 
Associates, 505 North Michigan Avenue, 
Chicago 11, Ill. Phone MOhawk 4-5100. 


f mithing | 
> inthe Air... eS 
! Makes a Meeting Click 


ar] 


And you won't Mander what that ’ 


something is once you've made the 
HOTEL NEW WASHINGTON | your 
Seattle Headquarters for sales meet- | 
ings.and conventions. It’s the atmos: 
phere here that makes_a.meeting or 
convention really meet with-your 
heartiest approval. Whether your 
meetings are large or small, they are 
(Tf 
It's no wonder that in ‘Seattle, te 
HOTEL NEW WASHINGTON jis pre- 
ferred by leading national firms such 
as Ford Motor Company, A. 0. Smith 
Corporation and Philco for their meet- 


of major importance to us. 


ing headquarters. Associations also, 
like the Textile and Apparel Industry, 
headquarter here during their, market 
weeks each year. You'll prefer it too 
~vonce you've tried it! 


\\ie y HOTEL 

‘ Whi 
a 

SEATTLE, WASHINGTON 


ft: Travel Agent 
{ 


Se ititi 


STICK-ON BADGES 


For MEETINGS and 
CONVENTIONS 


Name Badges, stick on any Gar- 
ment. No pins or buttons. 


ONLY 5c Each 


IMPRINTED 


1000 lots . . . less 6c each 
3 inch Circle, Square or 
Triangle. 10 day service. 
Send copy. Guaranteed. 


KEN MORRISON 


DATE and PLACE 
MEETING 


FREE SAMPLES — Glad to send them 
Order from Frank D. Jackson, 


JACK-BILT, 906 Central St., Phone Vi 2-5068 
Kansas City, ° 


112 


(This latter figure is considered the 
practical maximum, from the stand- 
point of instruction efficiency. ) 

In the design of day-by-day course 
content, full consideration is taken 
of the normal drop in attendance fol- 
lowing the first day, and the first 
day’s content is planned to allow 
those able to attend only on that day 
to derive as much worth-while in- 
formation as possible. 

Intended lengths of stay in the 
course are discovered by means of 
Multilithed cards distributed during 
the first morning session. On these 
cards, each student indicates exactly 
how long he desires, or is able, 
main in the 
down a brief 
his position, 


to re- 
course, He also jots 
description of himself, 
and his chief 
Considerable practical 
developing the proper 
“slant” is afforded the course instruc- 
tor by these 


areas of in 
help 


course 


terest. 
towar d 


cards. 
Question of the course 
most problematical _ re of! 
Attendees vai 
ithematic al 
work responsibility and 


program. widely—in 
training, 
fields of in- 
from to 


experience, 
terest. They range p manage 
ment, consultants and pate sticated 
s, to completely 
prospective 


computer programme! 


inexperienced operators 
and administrative personnel. Some of 
be physicists, scien 

eq lipped through 
type of intellect and extensive mathe- 
matical training to “‘ ” quickly 
to computer techniques and number 
Others may be 
technical administ 


these people may 
tists or engineers, 
catch on 
systems. purely non- 
to whom the 
langua; ge of computers is completely 
foreign and, somet frighteningly 
incomprehensible. No single type at- 
tendee is any More important than 
any other, and the course must be so 
designed that it gives something 
worth-while, new, information 
to each individual. 


rators, 


imes, 


useful 


Management personnel are 
tant, because it is in a position of de- 
cision. It is management that can say, 
‘All right, RECOMP looks like a 
good computer. I endorse the 
chase.” 


impor- 


pur- 


Consultants are important, because 
they are the people who advise the 
less knowledgeable in the 
field. Consultants are 
can say, “We 
COMP.” 

Programmers and operators — ex- 
perienced or not — are important, be- 
cause they are the people who actually 
use the computer. Any computer is 
only as useful as the operating per- 
sonnel make it. To increase RE- 
COMP saleability, Autonetics must 
show positively that RECOMP is 


easy to use and will simplify daily 


computer 
the ones who 
advise you to buy RE- 
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Year-Round 
+ Convention-Land! 


OF MASSACHUSETTS PS) 
SO ee) 


The perfect setting for success- 
ful conventions . . . large or small. 
The Berkshire Hills, 


Tanglewood Festival, 


site of the 
offers un- 
excelled hotels and resorts, all 
sport facilities, theatres, museums, 
and art galleries. Ideally located 
. . . 135 miles from New York 
and Boston. 
for complete information on 
group meeting facilities in the Berkshires, write 
CONVENTION SECRETARY, 
BERKSHIRE HILLS CONFERENCE, 
50 SOUTH STREET, PITTSFIELD 96, MASS. 


SUCCESSFUL MEETINGS 
call tor 


Rte Vedia 


PONTE VEDRA BEACH 
FLORIDA 
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problems, and that it will do so with ALES MEETING CENTER OF 
increased accuracy. 


Throughout the course, instructors 
must keep in mind the two levels of SAN FRANCISCO BAY AREA! 
computer understanding by their stu- - 
dents—wide experience and complete 
unfamiliarity with computers and 
computer language. They must see 
that both extremes retain interest and 
gain new knowledge from the course. 
Because of considerations discussed 
above, it is essential that the course 
be extremely flexible and adaptable. 
Basic course outline may (and usual- 
ly does) vary from presentation to 
presentation, in accordance with the 
student makeup of each individual 
class. 
Monday morning sessions cover the 
stored-program digital computer in 
general terms with emphasis on what 
the computer can do. Film, “This is 
RECOMP,” starts off afternoon 
with instructors covering the com- 
ponents of RECOMP and mainte 
nance procedures. 
Sessions that follow are increasingly 
technical and attendees learn about 
practice coding, loop techniques and 
programming. 
Throughout the course, instructors’ 
objective is the communication of in- 
formation of five types: (1) a thor- 6 GOOD REASONS WHY YOU WILL GET MORE 
ough and detailed description of RI 
COMP; (2) sales features of RE- FROM YOUR MEETING AT THE HOTEL CLAREMONT: 
COMP; (3) specific applications of 
RECOMP, slanted toward probable 1. More public space than any other 4. More fun dancing to name bands in 
(4) hotel in San Francisco Bay Area— the great Garden Room, and enjoying 


23,326 square feet handles 200 ex- the magnificent food you'll relish af 
hibits easily. the Claremont. 


applications of the “students”; 
operation of RECOMP, with a defi- 
nite accent on practical simplification ; 
and (5) programming of RECOMP, More free parking space—room for 
again with an accent on simplification 1,000 cars. 
and a pointing-out of most efficient More prestige—the Wall Street Jour- 
More true luxury—300 rooms, and nal yearly carries the names of more 
; : suites with fresh flowers daily from 22 than 100 top level U.S. business or- 
Interest is held at a high level by acres of lovely gardens surrounding ganizations holding meetings at the 
the utilization of many teaching aids: the Bay Area's finest resort hotel. Claremont. 


actual RECOMP demonstration 

equipment, mockups and photographs, 

movies, colorful and descriptive sales HOTEL nt 
brochures, operation manuals, student 

notebooks and other special devices. Berkeley-Oakland, Calif. Murray Lehr, Managing Director 


A high pitch of interest is promoted 
through constant, active student par- Reasonable rates on request THornwall 3-3720 Teletype OA 520 


ticipation. Problem-working sessions ‘ 

are conducted almost daily. Question- ¢ CHICA TT hh hl 

and-z rer seminars are held ; . oO G T T ‘ ? 
and-answer seminars are held at the ~ per O I % bad 
end of each class day, and a meticu- ; SS 


lous effort is made by the instructors | * IN CHICAGO 


to leave no question unanswered. a he 

Each student is given a_ notebook, SMALL GROUP MEETINGS 
which is his to keep at the end of the (150 or less) 

course. From time to time he is sup- 


plied with helpful inserts for this SMALL CONFERENCES are 
notebook, such as tables for conver- . our BIG MEETINGS 
sion between different number sys- : 


fed, often-used RECOMP com. | BISMARCK, HOTEL 


mands and other aids. 


More business value—no traffic noise, 
no drifting away. 


and economical techniques. 


j 


550 Air-Conditioned WM. B. HORSTMAN, Gen. Mgr. » ROBER™” R. CARRA, Mgr: 
Guest Rooms PAULINE BROWN, Sales Mgr 


No high-pressure sales tactics are 
used at anytime. Sales are promoted 
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watt We LELEL EY: 
Make your meeting place 


THE ROYAL YORK 


Get more done, have more fun,in Toronto! 
Just an overnight trip from many U.S 
cities is a convention site that’s relaxing, 
yet stimulating. A metropolis with a 
British flavor—home of the Royal York, 
the Commonwealth’s largest hotel. 

At the luxurious Royal York you'll find 
facilities aré designed to make your con- 
vention a success, whether you number 25 
or 1000. Every member of your group 
wiil delight in the truly smooth and tradi- 
tionally efficient service of the Royal York 
staff. Incidentally, a new, completely air- 
conditioned 17-story wing is scheduled 
for completion in December 1958. 


CONVENTION FEATURES: 
@ 1600 comfortable rooms, all radio-equip- 
ped, many with air conditioning and televi- 
sion 
@ Seating capacity of 15,000, dining capacity 
of 10,000 when the new wing is completed 


@ Air conditioning in all public rooms 

@ Luxurious private banquet hall with stage 
and organ 

@ Portable public address system 

@ 16 and 35 mm. sound projectors, trained 
operators 


@ Large convention hall 


@ Individual exhibition rooms, meeting 
rooms 

@ Cocktail lounges, ballrooms, cafes, restau- 
rants 

@ Name bands and entertainers 

@ Sight-seeing trips conveniently arranged 
@ Convenient to the US. 
from New York or Chicago 


For information and reservations contact: 


Convention Traffic Dept., Canadian Pacific 
Railway Company, Windsor Station, Montreal. 


just overnight 


Hotel Claridge Has Coined A New Word!... 


* Conventions 


MEETING ROOMS FOR 
10 TO 10,000 


2 BLOCKS FROM 
CONVENTION HALL 


100 AR 
CONDITIONED 


. i 


Yes, we've coined a word to describe the proficient manner 
in which conventions at the Claridge are handled. This claim 
is based on: 1. Our complete convention facilities; 2. Our 
advantageous location (practically next door to the Memphis 


Convention Hall); 


group. Write, wire or phone for details. 


Hotel Claridge "1222: 


and 3. And most important of all, 
Claridge Conventions5ip is based on our experience. Investi- 
gate Claridge Conventionship we've demonstrated it time and 
again ... and we're ready and waiting to serve you and your 


DIR. OF SALES 


PROJECTORS 
AND SCREENS 


ROOMS NEWLY 
REFURBISHED 
CONVENIENT 


GARAGING 


FREE 
O'NITE PARKING 
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through the cultivation of 


voodw ill tow ard 


purely 
Autonetics and 
through student familiarization with 
RECOMP. Equipment is displayed 
and operated as part of classroom in- 
struction. Prices, delivery schedules 
maintenance services and costs are 
made known by means of printed 
giveaway sheets, which are distributed 
to the class along with other des 

tive sales brochures covering 


COMP. 


course, the class is taken on a tour 


‘Toward the end of 


Autonetics facilities. 
Every effort is made to 
rapid orientation and a feeling of wel 
come on the part of attendees. 
cial parking area is set aside for 
tendee use. Placards directing 
tendees to the “RECOMP Course” 
are prominently displayed in the Au 
tonetics lobby, where several welcom 
ing hosts are stationed, as well 
“runners” to escort attendees t 
classroom. 


the igenda follow ng 


First item on 
first day's morning refreshment 
period is an introductory address by 
a representative of Autonetics man 
agement. ‘This address acquaints the 
prospective customers with Autone 
tics’ background, facilities, product 
lines and computer experience. From 
a sales point of view, it is indicative 
of the importance attached by Au- 
tonetics’ management to the course 
and to the individual customer him- 
self. 

Several other goodwill but not 
high-pressure promotional tech- 
niques are practiced: (1) Generally 
right after lunch on the first day of 
the course, group photographs are 
taken. These are developed and 
handed out to the class at the close 
of the same day. (2) Every day for 
the duration of the course, attendees 
are treated to lunch at the cafeteria. 
And (3) on the evening of the fourth 
day, students are given a special com- 
mencement dinner, at which they are 
presented with certificates of their 
completion of the course. 

Following each series of three 
courses, the effectiveness of the series 
is evaluated at a teacher-sales and 
field engineering conference on two 
main points: (1) How well is Au- 
tonetics educating the customer in the 
four objectives of the course and (2) 
how well is the course promoting 
RECOMP for Autonetics? As a re- 
sult of these evaluation sessions, the 
course is continually modified and 
improved. 

Usefulness of the course to both 
the customer and to Autonetics is be- 
ing evidenced daily through increas- 
ingly accelerated interest in the RE- 
COMP computer. 
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RAYMOND CONSEUR and William Siegel use “building blocks" to illustrate an idea. 


Diplomas for Results Only 


Unlike usual seminar where diplomas are awarded on the 


spot, Slater waits two months. Managers must put seminar 


ideas to work, submit plans and show sale results before 


they receive diplomas. All sessions are geared to selling. 


BY RAYMOND R. CONSEUR 


Central Region Operations Manager 
Slater Food Service Management 


Is sales consciousness important for 
the manager of an employe cafeteria? 

Slater Food Service Management, 
a leading restaurant operator for em- 
ployes, executives, students and hos- 
pital patients, thinks so. ‘The com- 
pany just invested about $10,000 in 
its first Industrial Cafeteria Man- 
agers Seminar, held in Philadelphia. 
More seminars will be scheduled each 
year until more than 300 Slater man- 
agers in 28 states get the sales mes- 
sage—in person. 

The seminar, a three-day affair, 
had as its theme, “Sales Conscious- 
ness Is the Keynote to Successful 
Food Service Management.” More 
than 50 restaurant managers, super- 
visors and staff personnel from 18 
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states participated. Sessions were 
held at the Penn-Sherwood Hotel, 
Slater home office and at the em- 
ployes’ cafeteria of the Pennsylvania 
Railroad, a Slater client. 

A variety of techniques highlighted 
the seminar—unique in the food serv- 
ice management field. Panel discus- 
sions, lectures, demonstrations, group 
discussions, workshops and case stud- 
ies were included. 

Managers were flown to the semi- 
nar. At 18 sessions they concentrated 
on sales and effective food merchan- 
dising. This has become increasingly 
important. The recession has not only 
reduced the number of employes eat- 
ing in some industrial restaurants, but 
has also tended to cause those still 


Attraction... 


but no distraction 


Quiet, charming 6,000-acre 
estate in the scenic Poconos, 
3 hours from New York and 
Philadelphia. A perfect set- 
ting for meetings, conferences, 
sales outings. An outstanding 
opportunity to combine busi- 
ness with pleasant relaxation. 


Check these advantages 
INDOORS 


Fine accommodations for 400 
* 840 seat Auditorium with 
Stage * Completely Equipped 
Meeting Rooms accommodat- 
ing from 10 to 300 + 3,000 
Volume Reference Library * 
Play Room, Television, Radio 
and Dancing * Stenographic 
Services and Teletype. 


OUTDOORS 


27-hole championship Golf 
Course * 20 miles of Riding 
and Hiking Trails * Swim- 
ming in Olympic-size pool * 
Tennis Club—8 Teniko Clay 
Courts * Two Lawn Bowling 
Greens * Wirter Sports— 
Skiing, Skating, Tobogganing. 
EASY TO REACH BY CAR, TRAIN, 
PLANE OR BUS 


RESERVATIONS NOW 
BEING MADE FOR 1958, 
1959 and 1960 


For infermation write or call 
Howard F. Dugan, Inc. 
National Seles Representatives 
230 Park Avenue, New York 17 
MUrray Hill 4-0004 
or 
Leretta E. Ziegler, Convention Manager 
s 
Cligferd R. Cillam, Ceneral Manager 


CINCINNATI’S tarcest 


AND LEADING 
CONVENTION HOTEL 


Su eRaTon-(,1BSON 


Complete Convention Facilities 


1,000 SLEEPING ROOMS 
95% AIR CONDITIONED 
ALL WITH TV AND RADIO 


5 DINING ROOMS 


24 Meeting Rooms ranging in 
capacity from 10 to 1700 


TELEPHONE MAin 1-6600 
TELETYPE CI-559 


Ann Kroger, Sales Manager 


on the cool Sound... 
Eastern Point, Groton, Conn. 


One of America's finest summer 
resort hotels. Beautifully located 
2'/2 hours from New York and 
Boston. Internationally famous 
cuisine. Endless superb sports fa- 
cilities including a meticulously 
maintained private |8-hole cham- 
pionship golf course. Olympian 
salt water pool, tennis, and fishing 
in the breeze-swept sound. 


Complete convention facilities 
and accommodations for groups 
of 25 to 600 persons. 


Directly accessible by super high- 
ways and hourly air conditioned 
trains via Penn. R.R. and N.Y., 
N.H. & H. RR. 


An international reputation for 
upholding the finest traditions of 
luxury hotel-keeping. 


For complete information address 


MAURICE PFURSICH 
Convention Manager 
Suite 1303——-250 West 57th Street 
New York 19, New York 
Phone—CIrcle 5-6374 


on the job to reduce purchases. 

Classes started at 8:30 AM, con- 
tinued to 9 pm with short breaks for 
lunch and dinner. Groups became so 
involved in the issues that it was of- 
ten difficult to adjourn them—even 
for samples of Slater food. 

Regional supervisors served as 
seminar faculty. Home office staff 
members gave demonstrations and 
lectures. Subject material was pre- 
pared beforehand, mailed to group 
leaders for study. Then, the day be- 
fore the seminar started, leaders were 
briefed on the use of material and 
objectives of the project. 

Every session was geared to the 
keynote—sales. As the seminar got 
under way, participants divided into 
groups for tightly-knit discussions of 
the Keystone Sales Chart, a guide to 
the overall theme. Each group had 
seven restaurant managers. As points 
were brought up, the leader placed a 
block on the table as a symbol. In 
this way, the desired sales structure 
was erected through assembling of 
management goals. 

A Slater client, an industrial per- 
sonnel director, was special guest. He 
was questioned by William F. Deal, 
Slater operations vice-president, on 
what he expected in the way of food 
service and sales. Here the necessity 
of balance between sales, service and 
quality was stressed. 

“People eat with their eyes.” 
That’s what Miss Alice Alert, Slater 
executive dietitian, said during a 
menu lecture. She urged  well- 
planned, varied menus for sales im- 
petus. Contrasts of color, shape and 
texture mean eye appeal, stimulate 
food sales. During this lecture and 
another on purchasing, a demonstra- 
tion table was used. It was equipped 
with a mirror stand that enabled all 
attending to see the food on display. 
Sample platters from actual menus 
were exhibited and analyzed. The 
dietitian discussed the sales appeal of 
various platters, suggested improve- 
ments. Hundreds of dollars worth 
of food was used during these sessions 
to emphasize proper (and improper ) 
presentation. 

Increasing of sales through effective 
food display was stressed in a two- 
hour session on “Merchandising the 
Menu at the Counter.” This was a 
workshop right in the cafeteria. 
Proper arrangement of displays and 
efficient service were goals. 

Quality is another sales stimulant. 
Leo J. Coughlin, Slater standards di- 
rector, and Louis Berger, purchasing 
agent, explained various grades of 
products, urged continued use of top 
quality foodstuffs. 

New for the industry at the grass 
roots level was the use of case studies 


the tip of 
Long Island... 
tops for conventions 


MONTAUK POINT, LONG ISLAND, N. Y. 


e COMPLETE OCEANSIDE RESORT Guest 
rivileges at our New SURF & CABANA 
“LUB « MONTAUK GOLF CLUB e 
YACHT CLUB & MARINA 

e CONVENTION FACILITIES, meeting rooms 
25 to 350. Capable cooperative staff. 200 
Seaview rooms, eutertainment, dancing 
nightly . . . 150 ft. Saltwater Pool, world’s 
finest Fishing. 

@ 125 miles out on the blue Atlant .. ONLY 
30 MINUTES BY AIR FROM NYC or 3 hours’ 
scenic drive. 


Henry M. McNamara, Resident Manager 
Some most-wanted dates still available . . . contact 


W. Randolph Wilson, Director of Operations 


New York Office 
1 East 42nd St., New York 17 


Everything 
for your 


CONVENTION ! 


125 CONVENTIONS A YEAR 
CAN'T BE WRONG 


250 hotel rooms and suites and 84 new, modern 
motel units (housing for 800) right on the Gulf 
. . « Nine conference rooms, seating 50 to 1500... 
Banquet rooms for 25 to 1000... Huge beach 
swimming pool Varied recreational program 
and entertainment Experienced convention staff. 


AIR-CONDITIONED 


Souci Vite 


BEACH HOTEL and MOTEL 
write: JIMMIE LOVE, 


—— 4 [ie 


Overlooking The Gulf of Mexico 


"BILOXI « 


Telephone: IDlewood 6-551] 
Teletype 163 
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in which employe behavior was an- | THE WORLD'S AT YOUR FEET! 


alyzed. Effect of his conduct on the 
customer, hence sales, was discussed. 
Restaurant managers took part in 
skits illustrating points in question, 
then offered ideas on how to handle 
personnel problems. 

Final seminar session highlighted 
“Sales in Your Cafeteria.” Man- 
agers were given the problem of an- 
alyzing their own restaurant in light 
of material presented during the three 
days. They'll present, in writing, 
their plans for putting ideas into ef- 
fect. 

Two months after the seminar ad- 
journed, managers’ plans will be re- 
viewed by their supervisors. Per- 
formance of managers and sales re- 
sults will be measured. Diplomas 
will be awarded those managers who 
have carried out successfully those 
objectives outlined at the seminar. 

Only about 10% of Slater man- An unusual resort hotel with food, service, and 
q : accommodations matching the grandeur of a view 
encompassing seven states. 


When You 


Convene at 


IN THE CLOUDS 


RESORT HOTEL 
LOOKOUT MOUNTAIN, TENN. 


agers were scheduled for the first 
seminar. It was so successful that it 
will be repeated until all have at- 
tended. Meanwhile, evaluation of " CASTLE IN THE CLOUDS offers so much for your 
relaxation... 
Swimming Pool « Scenic mountain bridle paths 
Tennis * Archery * Golf * Shuffleboard 
Battle-ground Hiking Trails « Putting Greens 


the program is a continuing project. 
Changes have already been made for 
improvement of presentation. 

This was the first wide-scale Slater 
seminar for managers of industrial 
restaurants. Similar meetings have 
been conducted for the firm’s college 
and school dining managers and for 
the dietitians in the company affiliate, 
Hospital Food Management. Cost of 
seminars is high, but the company is 
confident the outlay will be more 
than repaid through increased sales. 

Morale soared among managers 
attending. They had an opportunity 
to learn how to increase sales. ‘They 
also met their counterparts from other 
parts of the country, as well as mem- 
bers of the home office staff, whom 
they had known only by name or 
reputation. They were stimulated by: 
“Be sales minded first.” Winter Address: 

_ Success of the seminar was at- 7630 Biscayne Blvd. on THE CLOUDS 
tributed to careful preparation and , T MOUNTAIN, TENNESSEE 
advance planning, as well as excel- Miami, Fla. 
lent communications and teamwork 
within the widespread organization. 
Written material, including leader’s 
guides for panel and_ discussion 
groups, was prepared by training 
specialists at the home office. 

Several seminar objectives were 
met immediately. Thinking was 
stimulated. Attention was focused on 
sales. Managers returned to their 
restaurants, cafeterias and executive 


PLUS OUTSTANDING CONVENTION FACILITIES 
Seven Meeting Rooms—Largest seating more than 
500 ... King Arthur’s Roundtable—perfect for con- 
ferences of 20 to 40... dining indoors or out... 
newly furnished comfortable accommodations for 
groups to 350. 


IDEAL LOCATION 
served by: 

Five Scheduled Airlines * More than 40 Daily Flights 
Braniff * Capitol « Delta * Eastern * Southeast 
(Charter and Sightseeing Flights also available) 

Two Railways * Southern « NC & St. L * 16 trains 

daily, Station Wagon Service to and from Hotel. 


Write today: JACK M. SLONE, President 


Convenient to Chattanooga, 
Open May 
to October 


American Pian 


One of The Main Reasons “Why D Des Moines 
Hosted Over 400 Conventions Last Year... 


HOTEL FORT DES MOINES 


Des Moines’ central location and complete facilities . . . combined 
with our outstanding accommodations . . . assure you of a successful 
business convention or sales meeting. lowa's leading and prestige 
hotel offers you... 


@ 425 attractive modern guest rooms 


dining rooms enthusiastic to put into 

practice what they had learned. The 

seminar for Slater’s many branches 

(industrial, business, schools and col- 

leges, hospitals, government services, 

camps) has become firmly entrenched. 
* 
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@ Air-conditioned rooms and suites available 
Accommodations for groups from !0 to |,000 

: Free TV and radio—closed circuit TV 
Unlimited parking space in conjunction 


Telephone CHerry 3-1161 . Teletype: DM 87 
ROBERT W. STANLEY, Sales and Convention Manager 
JOSEPH E. WHALEN, General Manager 


Another . Friendly BOSS Hotel 


@ votre service! 


Seldom can a group find a com- 
plete village at its disposal, with 
every service, every facility, 
every luxury available to one 
about successful meeting 
uch a village is gree 
Tremblant Lodge, where our 20 
years of experience with both 
small and -large organizations 
(up to 325 persons) assures Our 
guests an experienced staff to 
handle all deta wr as well as the 
1ditionally excellentaccommo- 
dations and feu which have 
made The Lodge internationally 
fam ~ a 
Rates are surprisingly modest, 
1d the opportunities for relax- 
unsurpassed, with every 
our 6000 
yf Laurentian mountain 
i is invited 


epresented on 


oe) 


U ry 


$0 miles 
north of 
Montreal 


Club &. Cottages 
Mont Tremblant, P.Q. 
Canada 
Siegfried Faller, Jr., Sales Mgr. 

Telephone: St. Jovite 83 
Ay ‘ et HY ees 
— 7 TAaA eel 


NY 


w= 


modern 


setting! 


You will be welcomed with 
the graciousness and charm 
of the Old South-—blended 
with the modern conven- 
jences and delicious food 
for which The Jefferson is 
noted. 


®@ Free Adjacent Parking 
® Family Rates 


James M. Powell 
Managing Director 


Ideal Convention Facilities 


MW JEFFERSON 


RICHMOND, VA. 


How Optical Industry 
Looks at a Trade Show 


One company has booth personnel bring wives; another 
figures one good contact pays for exhibit; one executive 


considers show as medium 


When Guild of Prescription Op- 
ticians of America booked its 1958 
convention and trade show at the lush 
Riviera Hotel in Las Vegas, actually 
chistening that resort institution’s 
brand new auditorium facility. Art- 
craft Optical Company, Rochester, 
N. Y., saw an opportunity for what 
could be almost a free ride into the 
favor of its customers. In addition 
to sending its normal quota of seven 
executives and staffers to service its 
exhibit, it told them to take their 
wives, on the company! “In a sales 
operation that often turns as much on 
social relations and hospitality as on 
demonstrations, wives can double the 
effectiveness of husbands,” says 
Charles Eagle, president, Artcraft. 

Artcraft does not do this in all the 
15 or more national, regional and 
local exhibits that it stages in a year. 
“But this is our 40th anniversary 
celebration,” he explains, ‘‘and when 
it was decided to throw it at the 
Riviera in Las Vegas, a cost upwards 
of $10,000 for 14 people, wives, en- 
tertainment and exhibit expense in- 
cluded, did not seem excessive. Art- 
craft has moved into what is probably 
No. 1 position in the volume manu- 
facture of quality eyeglass frames, 
which means that every prescription 


to learn business details. 


optician everywhere is a potenti 
tomer. 

“Opportunity to meet face face 
with such a top level group as the 
Guild opticians takes on added value 
because of the system of distribution 
that is common, but not universal, in 
this industry. We do not sell to the 

retail optician directly, but only 
through wholesale distributors. Thus 

» do not ordinarily see or even know 
our ultimate customer, the tn 
optician. To see him under these con- 
ditions of relaxation and fun bridges 
that gap, and prepares the way for 
wholesalers’ salesmen to write orders 
on their personal calls.” 


Big Sale Pays Cost 


Atlantic Optical Company, New 
York City, is probably the direct 
opposite in volume and distribution 
of the big companies that contend for 
top position in the manufacture and 
Atlantic is 


importer exclusively of foreign eye- 


sale of opticians’ goods. 


glass frames that have tremendous 
fashion appeal. Its Riviera audi- 
torium exhibit was staffed by only 
two people. “Our cost for this ex- 
hibit,” says Ivan Starr, one of the 


PRESCRIPTION OPTICIANS’ show was the first to use the Riviera’s new auditorium. 
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partners, “‘will be about $1,500. If it 
results directly or indirectly in the 
sale of $5,000 worth of frames that 
we would not have sold otherwise, we 
will break even.” 

Later at the Atlantic booth, a 
Guild member was just leaving. 
“There goes the leading prescription 
optician in one of the largest cities 
of the country,” said Starr. “He 
wants exclusive sale of our importa- 
tions in his city. If we close with him, 
the cost of this exhibit will be peanuts 
against his volume.” 


Needs Exhibits 


Otarion Listener Corp., Ossining, 
N. Y., inventor of a successful hear- 
ing aid incorporated into eyeglass 
frames, might seem to have no need 
of the exhibit medium. Its annual ad- 
vertising budget is currently around 
half a million dollars. Nearly all the 
best mass magazines and some of 
smaller circulation carry Otarion ad- 
vertising and reach a combined read- 
ership of more than 96,000,000 
people. Business publications in all 
appropriate fields take the Otarion 
story to physicians, opticians and spe- 
cialists in hearing aids. ‘‘Neverthe- 
less,’ says Leland Rosemond, presi- 
dent, Otarion, “people come into our 
booths, at all exhibits that we set up 
all over the country, and tell us that 
what they see there is entirely new to 
them and that they want to know 
more about it. This is not surprising 
to us, because surveys have often in- 
dicated that if 30% of the readers of 
a magazine even notice and can recall 
that a specific advertisement has ap- 
peared there, and if 10% have 
actually read it, this is good exposure 
to a printed message. Percentages can 
run better than this, and they some- 
times run lower. For this reason an 
appropriate part of our half-million- 
dollar promotion fund goes into more 
than 30 national, regional and local 
exhibits that expose Otarion to con- 
centrated groups that mean every- 
thing to us, like the Guild of Pre- 
scription Opticians.” 

No figure is available for what it 
costs American Optical Company to 
send 13 men and a wide range of 
laboratory tools, machinery, supplies 
and other products to this one Las 
Vegas convention. It is safe to as- 
sume, however, that if this cost should 
be prorated over the company’s 256 
branch laboratories in the United 
States and 33 in Canada, and then fig- 
ured further in proportion to ultimate 
customers, cost on this final unit basis 
would be the lowest in the Riviera’s 
entire auditorium. 
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The 1958 Season marks the open- 
ing of the newly enlarged Star- 
light Room, comfortably seating 
convention groups up to 606 


BELLEAIR, FLORIDA 


More than the extensive convention facilities and ideal physical 
layout, it’s the friendly spirit and old-fashioned hospitality that 
attract so many groups and conventions to the Belleview-Biltmore. 
Cheerful, efficient service from the moment you step across the 
threshold. Accommodations for groups up to 600. 36 holes of cham- 
pionship golf on the grounds. Complete Resort Facilities. 


Groups from the following companies were recently entertained at The Belleview: 
Esso Standard Oil, Travelers Ins. Co., Beneficial Mgmnt. Co., Pure Oil Co., 
New York Life, Aetna Life, Northwestern Mutual Life, Ice Cream Mgrs. Assn., 
1.B.M., Amer. Dermatological Assr., Gen. Cable Co., Nat’l. Lumber Mfrs. Assn. 


DON CHURCH, Manager 


we've got if d * 


*E LOCATION... 


FACILITIES — The right combination for a 
great convention. 

In the heart of Miami Beach. New, Modern, the 
di Lido is the only 350 room fully-equipped ocean- 
front Convention Hotel within walking distance of 
the Miami Beach Auditorium and new 15,000 seat 
Exhibition Hall. This plus our staff’s years of 
experience and skill in imaginative convention 
planning... facilities for groups up to 1000... and 
every possible service assures you a successful 
convention. — Contact Frances Crane, General 
Sales Manager, or James Carroll, General Manager. 


ATLANTIC OCEAN 


¢ Baliroom-Banquet Room « 5 Meeting Rooms 

¢ 100-seat Theatre for small meetings MIAMI 

* Complete Recreational Facilities BEACH 

* Two Pools * Beach » Cabana Colony AUDITORIUM 
© Supper Club « Coffee Shop 

¢ Dining Room 

© Two Cocktail Lounges 


COLLINS Ave, 


17th STREET 


COMPLETELY dh, al & DILIDO 
AIR HOTEL 

CONDITIONED 
LINCOLN ROAD 


Wire, call or write for 


complete detailed information. s i} AY 
400 FT. of OCEANFRONT at LINCOLN ROAD * MIAMI BEACH 


For a Really Glamorous 


CONVENTION 
SALES MEETING 


MEXICO 
ACAPULCO 


Wise Meeting Planners Call on 


GARZA 


TRAVEL SERVICE 


Experienced, dependable Travel 
Agents 


Substentia| savings are yours through our 
many years of experience of serving meet- 
Ing executives. We'll be happy to submit 
several plans for your consideration . . . 
if you'll telj us your needs. No obligation, 
of course. 


GARZA TRAVEL SERVICE 
106 Londres St., Mexico 6, D.F. 
Tel. 25-77-05 Cable, GARTRA 


Corpus Christi 


Invites You... 

Queen City of the Tropical 
Texas Coast . . . Bay and 
} Water Playground at Front 
Door 


© Excellent Municipal Facilities 


e Ample Resort Type Hotel and 
Motel Accommodations 


® Ideal Recreation Features 


Sightseeing — swimming — beating — 
fishing on bay or Gulf waters and 75-mile 
trepical coastal bend country . . . 150 
miles to Old Mexico. 


Write for literature — 23-min. 
Color Film (16mm) available 


Corpus Christi 
Hotel Association 


Sales Manager’s Office 
P. 0. Box 1478 
Corpus Christi, Texas 


“Our salesmen call personally,” 
says S. ‘T. Grannah, genéral sales 
manager, American Optical Com- 
pany, “on every optical outlet in this 
country and Canada. At conventions 
and exhibits like this we build good- 
will for them, and here the executives 
of the company can actually meet and 
talk with customers who are otherwise 
available only to men in the field.” 

One exhibitor after another at the 
Guild convention explained that their 
companies do not exhibit for the prime 
purpose of taking orders, because dis- 
tribution is through wholesalers. If 
the exhibitors do write orders, and 
of course they will do so gladly, bill- 
ing is through the wholesaler. Yet in 
spite of this fairly general policy in 
the optical field, there are exceptions. 
To appraise the values of trade shows 
it is therefore necessary to look at 
every phase of the marketing prob- 
lems, because there are vast differ- 
ences. 

Robert E. Conn, Jr., vice-president 
and sales manager, Vision-Ease Corp., 
St. Cloud, Minn., manufacturer of 
highly specialized and intricate lenses, 
presented an interesting angle on one 
of the values to be had from exhibit- 
ing at trade shows. He explains that 
until a few months ago he had been 
vice-president, Northwestern Na- 
tional Bank, Minneapolis, and had 
only a banker’s knowledge of the 


optical industry. “Now I must learn 
the most intimate details of the busi- 
ness,” he reveals, ‘‘and this means 
not only concrete facts, but also per- 
sonalities in other companies. Much 
of this can be absorbed in only a few 
days at a convention and trade show, 
and not the least important part of it 
is what we can call the esprit de in- 
dustrie that pervades the business.” 

One always thinks of gambling in 
connection with Las Vegas. The 
Riviera introduced it own variation 
to the ladies of the Guild of Pre- 
scription Opticians. Each lady was 
given a card on which were 20 lines 
for signatures of other ladies. Each 
lady was to move around among other 
ladies and get 20 signatures on the 
dotted lines. These signatures she 
kept, and dropped a numbered stub 
with her own signature in a box. At 
a fashion show luncheon stubs were 
drawn out and the name on each was 
called. Any lady who had that name 
on her list of 20 checked it off. First 
one to check 20 names received as a 
many 
paraded in the fashion show. Many 
other prizes followed, all donated by 
shops in the Riviera Arcade. This 
might be called gambling. Guild con- 
vention managers called it “getting 
acquainted.” The Riviera called it 
Fashion Show Bingo. The ladies 
called it swell. # 


prize one of the costumes 


DISTRIBUTORS paid close attention to these cars on display at the Riviera's auditorium 
during the Studebaker-Packard Corp. distributor meeting. After the meeting each of 
the 200 distributors (from all over the United States) picked up a car from the hall 
and drove it back home. Cars were lined up side by side on the auditorium floor for 


a “final review" before distributors left for home. Studebaker-Packard Corp. was 
recently named American sales agent for Mercedes-Benz and will market the car as an 


adjunct to its own operations using its own sales force and dealer outlets. 
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SALES MANAGEMENT 


How to Use Trade Shows As - 
A Focal Point for Publicity 


Corning Glass has its publicity people cover shows—even 
those in which it doesn't exhibit. Contacts with editors 
at shows result in substantial product publicity. Company 
enjoys a bonus: contact with its own salesmen for ‘news’. 


BY ROBERT G. GULIAN 
Supervisor of Product Publicity, Corning Glass Works 


When three men handle products 
publicity for a company that manu- 
factures 35,000 products, it’s plain 
that contact, every and 
every release must count. A 
major problem is that of spreading 
the work too thin by trying to cover 
all areas at once. 

At Corning Glass Works, which 
does indeed manufacture some 35,000 
products, our group has found one 
method of covering a lot of ground 
at once. And that is at the trade 
shows. 

Corning exhibits at some 25 trade 
shows, varying in size from the giant 
Exposition of Chemical Industries, 
first show ever to take up all avail- 
able exhibition space in the New York 
Coliseum, to the newest (and quite 


every story 


press 


small) Lighting Exposition, which 
held its first show this year in the 
Coliseum (taking up only one floor). 

Not only do buyers, manufacturers, 
potential customers and just plain 
sightseers attend these shows, but also 
editors and legmen of numerous busi- 
ness magazines. They visit these 
shows to see the latest in equipment, 
new products and new processes. 

We have made it a must for at 
least one member of our group to 
attend every major trade show in 
which Corning has a booth (and, 
lately, we’ve attended some at which 
Corning did not show, but which 
several editors for whom we had 
potential stories were attending). 

When we first started attending 
trade shows, we went with a press 


FREAK PHOTO shot through radiation glass made the front page of a Washington paper. 
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WHY LAS VEGAS 
BREAKS RECORDS! 


High Attendance 
Ample Facilities 
10,000 Rooms 

Top Entertainment 
Year ’Round Climate 


$4,500,000 Convention 
Hall Under Construction 


CONVENTION BUREAU 


LAS VEGAS 


NEVADA 


CHAMBER OF COMMERCE 


America’s 


most distinguished 


resort and spa 


The Homestead’s 17,000-acre estate in 
the Virginia Alleghanies is one of the 
most delightful vacation resorts any- 
where in the world. Superb facilities for 
golf, swimming and other sports. Write 
for folder “Group Meetings.” 


AND COTTAGES 
Hot Springs, Virginia 
Chicago. .MOhawk 4-5100 Washington EXecutive 3-648! 
Cleveland.PRospect | -7827 New York..Circle 7-6940 
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10 ACRES OF OCEAN FRONT 
RELAXATION! 

Yet, affording Togetherness! 
¢ 4 excellent meeting rooms * 100% air- 
conditioned * 304 oversized rooms * 3 
swimming pools ¢ private marina and 
fishing pier 

Write for full details today! 

Leon Garfield, Cornell '36, Managing Director 


the 
“ aways 
On the Ocean, MIAMI BEACH, FLA., at 163rd St. 


RESORT MOTEL 


if you come by car, enjoy Quality Courts all the way! 


IN 
HOLLYWOOD BEACH, FLORIDA 


A 
Distinguished 
Resort Hotel 


now 
Soliciting 
SALES MEETINGS 
20 to 200 people 
All-Inclusive Rates 
write 
G. S. Pickard, Manager 
Completely Air Conditioned 
ond Heated 


PRIVATE BEACH 
CABANAS—POOL 


\ 


DIRECTLY ON THE OCEAN Je" 
= 


SEA 
een 


HOLLYWOOD BEACH, FLORIDA 


kit containing releases and_photo- 
graphs of new products or processes 
introduced at the show. We would 
put some of the kits in the press 
room (there’s one at every trade 
show, although at some they’re hard 
to find) and we would also distribute 
the kits to editorial people at booths 
maintained by business magazines. 
Quite a few of the major magazines 
maintain their own booths, mostly for 
space salesmen and circulation man- 
agers, but there is always someone 
from the editorial department attend- 
ing the show. 

We soon found we benefited in 
other ways at these shows, and now 
we attend even if we have no new 
product releases or no press kits. For 
instance, we now try to interest local 
newspapers with a story concerning 
our exhibit. 

Since most of the shows are held 
in large cities, this is harder than 
might be supposed, even when we 
have some of Corning’s more startling 
products to talk about. 

At one of the first atomic trade 
shows, held in Washington, D. C., 
several years ago, we were lucky. 
Corning was showing, for the first 
time, one of its three-ton radiation 
shielding windows. These windows, 
besides being massive, have a very 
high index of refraction. When you 
take a picture of a man with his head 
showing above the window and his 
body showing through the window, 
the former seems disjointed from the 
other by a good two feet—a 
“look again” picture. We hired a 
photographer to make the shot and 
serviced local papers. Result: a photo- 
caption on page one of the Washing- 
ton Star, plus a photo-caption inside 
the Washington News. 


good 


But editorial whims are often un- 
accountable. At the most recent AIF 
Atom Fair, Chicago, Corning ex- 
hibited the largest radiation shielding 
window ever seen in public—a 
10,000-pound giant some _five-feet 
thick. Again we took pictures and 
serviced Chicago papers. Result: not 
one paper ran the story. 

Some two or three months before a 
given trade show we get together a 
list of products to be shown and de- 
termine how we can best publicize 
them. One man is usually assigned to 
handle the show—to line up releases 
and photographs, and also to attend. 
He is free to call on the other two 
staffers for help, should things begin 
snowballing. Just recently, at the 
1958 Radio Engineering Show, Corn- 
ing showed 10 new products, some 
of them quite exciting. Two men 
worked on that show. 

We have found that a new product 
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can get more editorial space ii it is in- 
troduced in conjunction with a trade 
show. Lately, we have even asked 
sales managers if we may hold up 
announcing a new product pending 
an oncoming trade show. 

With 
graphs taken, we 
kit. Our kit cover is very simply done 
in a solid green color to catch the 
eye with quiet lettering to “rest’’ the 
eve once it’s looking at the kit. 

We have found, too, that many 
business magazine people are not too 
familiar with glass as an engineering 
material. To tell them a little some- 
thing of Corning’s wide variety of 
we usually en- 


releases ready and _ photo- 


assemble a press 


engineered products, 
close in the kit our general booklet, 
“This Is Glass.” 

Next we check with our Displays 
and Exhibits Department to make 
sure there are no last-minute changes 
in the show (there often are) and 
then we begin to plan our itinerary at 
the show. This involves prior knowl- 
edge of the particular show so we 
can judge what editors from what 
publications will be present. We keep 
directories from previous shows on 
file so we can check what magazines 
will have booths. 

We try to fit 
plans we have foi 
interested in major articles or case 
histories on our “What 
magazine would be interested in such 
a story; would the editor be likely to 
attend Sa We write editors con erned, 
make an appointment at the show, 
and prepare meeting 
them. 

Thus each trade show 
double purpose fo! publicity. We dis- 


into the show any 


getting magazines 


} 
products. 


materials tor 
serves a 


pense information through press kits 
and. messenger service, and we set up 
articles by editors at the 
show. 

The trade show is also the one 
place we know we can see salesmen 
who ordinarily might be at our Corn- 
ing, N. Y., headquarters only once a 
year. From them we get information 
on new installations or uses of Corn- 


meeting 


ing products for case histories in busi- 
ness magazines. 

Finally, we depend on trade shows 
to “make our light known.’ Many 
salesmen, we find, haven’t the vaguest 
idea what public relations does for 
the company, let alone for the sales- 
man himself. At the trade show, we 
get a chance to tell them of some of 
our functions, and how they can help 
their sales when effectively used. By 
such means, we feel we’ve made the 
product publicity end of our Public 
Relations Department a vital and 
living part of Corning’s sales efforts. 


¢ 
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Outstanding Convention Address in the Southwest 


HOTEL ADOLPHUS 


Summary of Convention and Meeting Facilities 


SIZE 
ROOM FLOOR SEATING DINING 
SQ. FT. 


Grand Ballroom* Lobby 1,350 1,000 8,030 
Regency Room* Lobby 1,000 800 6,510 
Roof Garden 15th 500 400 3,374 
Cactus Room 21st 300 200 2,640 
Danish Room 15th 175 1,500 
North Room 15th 80 900 
French Room Lobby 135 2,000 
Press Room 7th 120 2,100 
Directors Room 7th 30 700 
Parlor A Mezzanine 135 1,290 
Parlor B Mezzanine 30 378 
Parlor C Mezzanine 40 627 
Parlor D Mezzanine 90 957 
Parlor E Mezzanine 20 

Parlor F Mezzanine 

Parlor G Mezzanine 


*Comne cting 


Auto Lift: Via Ramp Blackboards: ‘Portable. cages Table and 
Standing types. Complete range of sound and projection equip- 
ment, including public address systems 


st HOTEL ADOLPHUS 


Grorcs H. Suitn, Sales Manager . “Anpy” Anpgrson, Managing Director Dallas 1, Texas 


Completely Air Conditioned © Connecting Garage for 600 Cars © TWXDLSII- @ Phone Riverside 7-6411 


New York’s 
Newest Hotel 


COMPLETELY AIR-CONDITIONED 


1400 beautifully decorated guest rooms—each 
with television and radio. 


Located in the heart of Times Square and the 
fabulous theatre district. 


For your next conference 10 new luxurious meeting rooms to accommo- 
date from 10 to 500. 


HOTEL A variety of exciting new dining rooms. 


Private subway entrance—one stop to the 
Coliseum. 


"YT Minutes away from Grand Central and Penn- 
sylvania Stations. 


oS eS eee Within walking distance of West Side Airlines 
AT 8TH AVENUE and Port Authority Bus Terminals. 
NEW YORK CITY * JUdson 2-0300 
Excellent hotel garage facilities. 
Frank W. Kridel, General Manager * A Zeckendorf Hotel 
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EAT SNACK... 


SEE PRODUCTS... 


SIGN ORDER... 


Low-Pressure Sessions for Dealers 


Bell & Howell barnstorms country with informal open-house 
type of sales meeting. Nine new products introduced 


and sold in non-pressure, person-to-person atmosphere. 


nty-four key cities across the 
States were recently ‘“barn- 
”. Technique was more re- 
and efficient—than might 
been used by the famous pilots 

f the post-World War I period. 
Introducing photo equipment deal- 
e! products, Bell & 
Howell Company sales and market- 


ing personne: 


Ss fo nine new 


staged showings in 
New York, Chicago, Los Angeles and 
21 othe: 
thousand dealers in a one-week pe- 

1. ‘Teams of personnel and close 
oordin 


major sales areas for several 


ation of schedules made pos- 
sible two-day open houses in each 
ae 


the cities—without resembling a 


dealers entered the hotel 
rooms where the “‘barnstormer’’ sales 
meetings were held, they were greeted 
with two things: tables laden with 
snacks and beverages, and other tables 
ex! 


uibiting the nine new Bell & 
Howell products. Included here were 
the 8mm Auto Load projector, four 
new models of 8mm electric eye 
cameras, the new binaural stereo- 
phonic tape recorder, a newly de- 
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signed y equipment case, 
and other products. Many dealers got 
their first look at the new equipment 
as they browsed around eating a sand- 
wich and sipping coffee. 

Tension-free, no-pressure open 
houses gave Bell & Howell people the 
opportunity to explain in a person-to- 
person atmosphere company plans for 
increased advertising and sales promo- 
tion activity and to explain the new 
dealer contest. 

Contest offered 450 shares of Bell 
& Howell common stock as prizes in 
Profit” promotion 
for salesmen of the company’s retail 
dealers. For each Bell & Howell 
product he sold, a salesman could 
send in an entry telling what he said 
or did to close the sale. Entries were 
based on facts presented in a new 
Bell & Howell booklet, “Differences 
That Sell,” prepared by the com- 
pany’s marketing division. 

Each entrant received a personal 
telephone call after submitting his 
entry and was asked a single question 
from the booklet. A correct answer 
doubled his prize if he had submitted 


+ 


its “Partners in 
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There were 207 
winners—top winner receiving a pos- 
sible 20 shares of Bell & Howell 
stock if he had answered the telephone 
question correctly. Contest, 
April 1, run through June 30. 
Awards will be made in August. 

Informal product introduction ses- 
sions around the country, an innova- 
tion in the Bell & Howell sales pro- 
gram, offered dealers the opportunity 
to find at first hand how 
operated, what they could 
from the company and how to best 
sell the equipment. 


a winning entry. 


begun 


produc ts 


expect 


Occasionally a dealer was escorted 
by a Bell & Howell salesman from 
demonstration table to table to mani 
pulate new cameras, to operate the 
new Auto Load projector and to set 
up the Robomatic 750 slide projector 
Filmosound 16mm 
More often dealers wandered at their 


or a projector. 
leisure, asking questions and discuss- 
with their Bell & 
Howell hosts. Such a personal rela- 
tionship between salesman and dealer 
allowed concerning new 
equipment to be settled as they arose, 
say company spokesmen. 

Only evidence of real barnstorm- 
ing was banners heralding 
the prestige of electric eye cameras, 


ing products 


questions 


visual 


company mottoes and samples of dis- 
play materials available from Bell & 
Howell. 

Invited to stay for as long or as 
short a time as they wished, many 
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GROSSINGER'S HAS EVERYTHING 


Only 2 hours from New York, in the beautiful 


Catskill Mountains, you'll find a blending FOR Your MOST SUCCESSFUL 


of natural beauty and man-made ingenuity... 


1000 acres of fabulous resort estate, Cc oO Bs VW a Re Ti ©) a t 

providing America’s most versatile setting for a 
every type of Convention, Sales Meeting, 
Training Seminar and Incentive-Plan Holiday. 
In this pleasant country atmosphere you'll 
enjoy every modern facility for the smooth 
functioning of your convention; all the 
advantages of a captive audience, plus an 
unequalled array of Sports, Social and 
Entertainment features. 


There’s the Championship 18-Hole Golf 
Course; Tennis on all-weather courts; Private 
Riding Academy and Bridle Trails; Grossinger 
Lake for Swimming, Boating, Fishing; 


The spacious The Grossinger Cabana Club 
Dining Room seats boasts one of the world’s largest 
1400 guests ...to Olympic Swimming Pools. 
enjoy Grossinger’s The new million-dollar 
nationally Indoor Pool and Health Club is 
tamed cuisine. being rushed to completion. 


Hunting in season; Outdoor Artificial Skating 
Rink open 7 months of the year; 

Skiing and Tobogganing in Winter; always 
Top-drawer Entertainment and Dancing 

to 2 fine Orchestras. 


There are 25 Meeting Rooms, to seat from 
10 to 1600 people . . . complete with 
latest ALTEC P. A. equipment, Movie and 
Slide Projectors and Large Screens, Tape Recording Facilities, etc. 
Convention Hall seating 1600 has 40’ x 20’ x 4’ Permanent Stage. OPEN ALL YEAR! 
Conveniently reached from all ALL SPORTS AT 
directions over 6-lane super highways ALL SEASONS 
... and by private plane to 
JENNIE GROSSINGER AIRPORT. 


FOR FULL-COLOR CONVENTION <\.—- (- 
BROCHURE AND COMPLETE DETAILS \ ) < 
e Phone or Write = ~ 


? RICHARD B. BRAINE di (A> 
irector of Sales a — 
(A TO PIAUAGLICO GROSSINGER HOTEL & COUNTRY CLUB ) I\ | 


NEW YORK OFFICE: 


GROSSINGER, NEW YORK MEGhes ti 


10,000 Square Feet 
of Exhibit Space 
under one roof! 


JULY 4, 1958 


Do your conventions 
"at home" have that 
horse-and=-buggy 
feeling? 


It takes no more time 
or money to have an 
overseas convention 
by aire. A 


For full information write: 
Henry W. Beardsley 
Passenger Sales Mgr., U.S. 
Pan American, P. O. Box 1790 
New York 17, N. Y. 


PAN AMER(C(CAN 


World's Most 
Experienced Airline 


BUSINESS 


at the 


PLEASURE 
d 


DUDE RANCH and COUNTRY CLUB 
OCEAN SPRINGS, MISSISSIPPI 


Western Informality and Southern charm 
make this 700-acre resort-ranch ideal for 
group meetings of limited size. Water skiing 
‘ horseback riding . . . swimming - . . or 
fishiag 


« HEATED POOL 


* 18-HOLE GOLF COURSE 
JOHNNY REVOLTA, PRO. 


A GULF HILLS VACATION. . . giving 
“a bit of the old West in the deep 
South’. . . IDEAL AWARD for sale’s 


incentive programs! 


CLUB PLAN RATES 


$12 to $16 per person including all sports 
and wonderful meals 


for full information and color folder 


Dick & Gladys Waters, 
Proprietors 
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dealers spent several hours touring 
the room, chatting with old and new 
friends and expressing their ideas and 
opinions of Bell & Howell products. 

Most popular locations in display 
areas were the cafe tables found 
throughout the rooms, that were 
available for those who wished to 
read over and assimilate booklets and 
information on the new equipment. 
Popular also was the order table, 


where dealers would stop off to dis- 
cuss and place their orders with a 
Bell & Howell representative. 

Barnstorming proved effective from 
Bell & Howell’s viewpoint. It pro- 
vided a friendly atmosphere in which 
dealers could completely familiarize 
themselves with products they even- 
tually would be selling and determine 
what place these products would have 
in their merchandising efforts. ® 


Half a Boat Better Than One 


Raytheon Manufacturing Co. has 
come up with a unique solution to an 
age-old exhibiting problem. Waltham, 
Mass.,-based company’s Commercial 
Equipment Division has a Marine 
Sales Department which specializes in 
marine safety equipment. Products 
include radar, radiotelephones, Fath- 
ometers, depth sounders, shore power 
convertors and many others. In the 
yearly round of trade shows, one of 
the big questions asked by visitors is, 
“How will it look on my boat?” 

Answer was provided by Raytheon 
during this year’s boat show season, 


starting off with National Motor 
Boat Show, New York Coliseum. 


Raytheon’s 40 ft. booth had a cut- 
away boat, 20 ft. long by 6 ft. wide 
with actual installations of a depth 
sounder, radiotelephone, bilge level 
indicator, motor alarm, fume detector, 
radio direction finder and the many 
other items that Raytheon produces 
to make a “safety ship.”” Booth was 
labeled and advertised as the Raytheon 
safety ship. 

Boat was arranged so that the pub- 
lic entered at the rear of the boat and 
progressed forward, viewing installed 
equipment. After passing the bow of 
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the boat they were guided into a sell- 
ing area containing panels on the com- 
plete line of Raytheon’s Marine prod- 
ucts, where they were able to evaluate 
equipment in terms of their own 
needs and desires. 

Idea of fabricating half a boat for 
the booth was not without its prob- 
lems, for building only one side of 
a boat is like building a house and 
leaving oft the back wall, reports 
Wilbur Small, Raytheon manager of 
shows and exhibits. In addition, trans- 
portation between show sites (New 
York to Chicago to Miami) proved 
awkward. Greatest timetable diff- 
culties were encountered between the 
Chicago show, which broke at 11 PM 
on a Sunday night, and the Miami 
show which started the following Fri- 
day. 

Display background was built by 
Dyna-Graphic Displays, Inc., Brook- 
lyn, and actual boat was built by 
Cape Cod Marine (the MacDougal 
family of Falmouth, Mass.). 

Cutaway boat will be used over a 
three-year period to get maximum 
value, but changes will be made in 
the background treatment to give a 
fresh look to booth for 1959 shows. 
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U. S. BUSINESS 
DISCOVERS GREAT NEW CONVENTION SITE... 


Convention halls free . . . official co-operation guaranteed! 


It will cost less than you think to give your company 
the prestige (and pleasure!) of holding its next meeting 
in France! Ask any of the big companies listed at the bottom 
of the page. They've all chosen France as a convention site, 
a sales-incentive goal, or an employee-vacation headquarters. 

France is only an overnight trip by air—a “long weekend”’ 
by sea. Steamship lines offer one free passage for every 20 
persons in a group; airlines will carry one in 15 free. Or, you 
can charter a plane and save up to 40%. 

Once in France, your convention hall is free. You get 
special group rates in hotels.and restaurants . . . and V.I.P. 
treatment from local officials! Plus French cuisine and nightlife! 

Let Yves Kob, Director of the French Government 
Tourist Office’s new Department of Sales Programs and 
Conventions, work with you and your travel agent to set up 
the most exciting convention your company has ever had . 
your convention in France! 


All these companies have chosen France: FEDDERS-QUIGAN + AMANA 
RCA « ELECTROLUX + PHILCO - GENERAL ELECTRIC « SYLVANIA ELECTRIC 
AMERICAN TELEPHONE & TELEGRAPH + UNION CARBIDE + SOCONY 
MOBILOIL - STANLEY HOME PRODUCTS - CONNECTICUT LIGHT & POWER 
AETNA INSURANCE + PARKER PEN 
FRENCH GOVERNMENT TOURIST OFFICE - 610 FIFTH AVENUE - NEW YORK 21, N.Y. 


¢ THE NEWEST PRESTIGE MEETING SPOT OF FLORIDA’S WEST COAST! 


ey) 
aa, ~ 


and aan Desert Ranch 


6300 Gulf Bivd., St. Petersburg Beach, Fla. 


IDEAL FOR 
WORK OR PLAY 


Meeting rooms for up to 600 .. . all 
completely air conditioned . . . tastefully 
furnished rooms . . . efficiencies . . . suites . . 
delightful meals . . . planned social activities . . . 
two cocktail lounges . . . tropical patios . . . huge 
private beach . . . three swimming pools . . . three golf 
courses nearby ... fishing . . . swimming . . . putting 
green .. . baseball... jai alai. . . horse and 
dog racing (winter season) 


For information contact 
John W. Astarita, Mging. Dir., or phone 22-1011 St. Petersburg 
... or Utell international 
New York 19 + Chicago 2 + Boston 16 + Miami 32 + Toronto 1 
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DO S 
DON’ TS 


FOR CHICAGO 
EXHIBITORS 


DON'T ship your displays to and from 
your home office for each exhibition—use 
a reliable storage service between shows. 


DO warehouse your display with Kay 
Exposition Drayage Company and get all 
these extras— 

¢ Your display loaded and hauled to 
our warehouse. 

* Free storage in our warehouse 
for thirty days. 

* Entire cost for service—including 
30 days free storage—only $7.50 
Ist CWT, $2.75 per additional 
Cwr. 


DON'T pay ‘any more than this low 
price. 

DO call KAY EXPOSITION DRAYAGE 
CO. at KEnwood 8-5800 for FAST, DE- 
PENDABLE DISPLAY HANDLING CON- 
VENIENT PICK-UP AND DELIVERY TO 
AND FROM YOUR CARRIER PLUS 30 
poet STORAGE—ALL FOR ONE LOW 
PRICE. 


KAY EXPOSITION DRAYAGE CO. 


319 West 40th Place 
Chicago, Illinois 


CON MEN 


Most people would not be 
happy at being called “con 
men.” But we love it, for in 
our book it stands for “con- 


vention men,” and that’s 


what we really are. 


CHALFONTE ~ HADDON HALL 


on the Boardwalk, Atlantic City, N.J, 
Owned & operated by Leeds & Lippincott Co. for 68 years 


Write for illustrated folder 


EXECUTIVES 
R. W. LEEDS ¢ JOSEPH |. McDONELL 
J. H. LIPPINCOTT, JR. ¢ £.D. PARRISH 
ELLSWORTH SOOY e DORIS SEARS « I. L. HAVERLY 
LAWRENCE B. RAUGH « GUY E. BROWN 
JAMES E. KNAUFF 


Sputnik 
Prompts 
"“Sellnik’ 


Meeting theme prompted 
by Russian satellite. ''New 
Worlds to Conquer'' 
adopted for meetings. 


ADVERTISING assistant Mary 
O'Rourke packs propeller-topped 
beanies for shipment to regional sales 
Beanies were distributed to 
managers at final banquet as souvenirs. 


meetings. 


Manpower, Inc. plucked its meet- 
ing theme right off the nation’s front 
pages when the Milwaukee-based 
firm blasted off its own “Sellnik.” 
Clever exploitation of Russia’s news- 
making Sputnik created a theme that 
was timely and of interest to partici- 
pants. 

Objective of company’s six regional 
meetings was how to find new ways 
to sell the company’s services in new 
business fields. Manpower supplies 
temporary part-time help to businesses 
and conventions. Similarity between 
Manpower’s goal and current efforts 
of science to penetrate the unexplored 
prompted the adoption of the central 
theme, “New Worlds to Conquer,” 
says Vice-President James D. Schein- 
feld. Sellnik, Manpower’s own satel- 
lite, symbolized a direct mail selling 
campaign to be launched during 
1958. 

Three-day meetings were planned 
for New York City, Cleveland, At- 
lanta, Milwaukee, Los Angeles and 
San Francisco. Branch and franchise 
managers were contacted in advance 
of the meeting to learn what they 
wanted to discuss and the agenda was 
planned around their requests. Heavy 
emphasis was laid upon work sessions. 
Managers want real “meat” in the 
program, says Scheinfeld. Franchise 
managers pay half of the cost of at- 
tending meetings and Manpower 
picks up the tab for its branch man- 
agers. 

To give initial impact to the theme, 
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each delegate found a card in his 
mailbox on arrival, bearing letters 
“NWTC.” By the time meetings got 
underway, enthusiasm already had 
been aroused by speculation on the 
meaning of the cards, says Scheinfeld. 

Format for each of the six meetings 
was the same. Aaron Scheinfeld, 
board chairman, and President Elmer 
Winter welcomed the managers. 
Every available minute was crammed 
with business sessions. Lunch periods 
were limited to an hour and a half, 
giving delegates “time to refresh for 
the afternoon sessions and to get in 
a bit of shopping or fraternization 
with fellow managers.” At the lunch- 
eon itself, arrangements were made 
so that managers from the same area 
or from cities of equal size were 
seated together to discuss common 
problems. Evening social periods were 
used for informal discussions. 

Host of meeting techniques were 
employed, including brainstorming, 
split sessions, panel discussions and 
practice sessions. 

Problem of recruiting temporary 
employes was tackled at brainstorm- 
ing sessions, usually a luncheon meet- 
ing. Groups were split up into four 
groups with a secretary for each to 
take notes. 

Panels were manned by four ex- 
perienced managers on each panel. 
Managers were contacted by Man- 
power in advance of the meeting. 
Proposed outline on a discussion 
topic was given to each. Manager 
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Arrive Fresh'n Ready 


via Delta’s Golden Crown DC-7’s, 
“Flying Scot'’ DC-6'’s & DC-7’s 
and Convair Metropolitans 


Your convention’s off to a flying start on 


PRE gen panmciaco Delta! Specialists in handling large and in. 
small groups, Delta will help stimulate 
attendance by contacting members on air SPRINGriE 
travel, and mailing brochures. A wide 

‘ choice of fares and services on Delta. 

. ‘ bk 
+ F 
* 
You're in the best of hands * 
when you fly Delta. 


Call your local Delta Sales Office or write to 
Convention Bureau, Delta Air Lines, RIR LINES 
Atlanta Airport, Atlanta, Ga. 


ONE OF AMERICA’S PIONEER SCHEDULED AIRLINES 


PICTURE YOUR SALES MEETING OR 
CONVENTION AT THE CARIBE HILTON 


An exciting Caribbean holiday awaits you and 
your family at the glamorous Caribe Hilton in 
colorful San Juan . . . only three hours from 
Miami, five hours from New York. 


Here, in an enchanting island setting, you will en- 
joy delightful days swimming in the ocean or pool 
(private beach and cabanas at front door), fishing, 
sailing and playing tennis. Evenings you'll dime 
and dance in the gay Club Caribe. The air-con- 
ditioned Caribe Hilton has 300 rooms, each with 
bath and ocean-view balcony. A new wing with 
100 rooms is now open. 


Plan now to visit The Caribe Hilton! 


Travel does not involve passport, customs 
or currency exchange problems. 


* 
After your Miami convention is adjourned OV\ 
. . . vacation at the Caribe Hilton. = é 
wos! 


A Grand Award for Salesmen .. . it's a 
real sales incentive to spark any contest 
and make every man double his quota. 
"7 $ SAN JUAN + PUERTO RICO + USA. 
For information or literature: Josepb J. Case, Sales Manager, Hilten Hotels International, 
The Waldorf-Astoria, New York 22, N. ¥., Telepbone MUrray Vi!) 22” 
4, 1958 AL) 


| 


} 


=getting down 
to business... 


It’s a pleasure to concentrate 

on the business at hand in 

the handsome setting of the 

St. Moritz. Function rooms are 
completely isolated assuring 
privacy and quiet for your group. 
And the famed St. Moritz 
service and cuisine add immeas- 
urably to your affair. Newly 
decorated private function rooms 
accommodate from 10 to 300 
for directors’ meetings, sales 
meetings, luncheons, banquets, 
receptions or testimonial dinners. 
For an especially beautiful 
setting, choose the Sky Gardens 
or Terrace Club, overlooking 
Central Park from high 

atop the St. Moritz. 


$T. MORITZ 


ON- THE - PARK 
50 Central Park South, New York 


Plaza 5-5800 
Nancy B. Zabel, Sales Manager 


filled in discussion details and _re- 
turned the outline to the main office 
where Manpower executives checked 
for duplication. One third of the 
period was left open for questions and 
answers. 

Split were arranged so 
managers could devote more time to 
specific problems of importance to 
them. Manpower executives 
present at meetings to answer ques- 
tions and lead discussions. Groups in- 
cluded sessions on accounting, indus- 
trial customers and women personnel 
problems. 


sessions 


were 


Meeting theme was emphasized at 
the discussion of direct mail advertis- 
ing staged by Mitchell Fromstein, 
Fromstein & Levy, Manpower’s ad- 
vertising agency. Presentation drew a 
comparison between the power and 
effectiveness of Sputnik and the sell 
of direct mail Man- 
power’s ability to cut costs for man- 
agement represented Sellnik’s “‘first 
stage.”’ Second stage was introduced 
as showing the customer how to bring 
about increased profits by cutting 
operating costs. 


advertising. 


Likened to the satellite’s nose cone, 
which continues to circle as long as 
there is power in it, Sellnik’s third 
stage consisted of some 500,000 direct 
mailing pieces now circulating month- 


ly in the business world; 


Fromstein. 


reports 


Practice Sessions 


After each meeting, there were 
practice sessions for managers to play 
back the various techniques advanced. 
At the final luncheon of each meeting 
each delegate received a questionnaire 
on which he could criticize, praise o1 
elaborate on any part of the meeting. 
Questionnaires were turned in un- 
signed. 

On departure day delegates were 
given a four-point program to be car- 
ried out for the next 90 days. Says 
Scheinfeld, purpose of the meetings 
was to provide managers with fire 
power in their sales activities. ‘‘Meet 
ings would be valueless unless they 
showed results.” Program, in effect, 
said: ‘‘Here’s what we are asking you 
to do.” 

Propeller-topped beanies and toy 
Sputniks were distributed at the clos- 
ing banquet. Huge cake representing 
a rocket launching pad was the high 
light of the banquet. 

Questionnaires which the managers 
filled out were tabulated after the 
meetings by Manpower 
Managers’ verdict: 


¢ 


executives. 
more of the same! 


The favorite is New Orleans’ famed Jung 
Hotel. Largest and finest convention facili- 
ties in the South, 1200 guest rooms, 12 
exceptional meeting rooms, Hugh Tulane 
Room for up to 2,000 persons equipped 
with massive service elevator and stage; 
completely air-conditioned, TV, radios, 
fabulous steaks in the Charcoal Room, 
beautiful cocktail lounges, experienced 
convention staff. 


NEW ORLEANS 


Wy Completely Air-Conditioned An Affiliated National Hotel & 


TEXAS: Austin — the Stephen F. Austin; ALABAMA: Mohile—the Admiral Semmes 
Brownwoed—the Brownwood: Dallas—the 4 £ Birmingham — the Thomas Jefferson. 
Baker and the Travis; El Pase — the - WASHINGTON, D.C. — the Washington 
2 °C > INDIANA: Indianapolis — the Claypoel 
Cortez; Galveston — the Buccaneer, Gal- “~~ * < . 
a nn ag PADIOS—TELEVISION LOUISIANA: New Orleans — the Jung and 
ee Se eee the De Soto. WEBRASKA: Omaha — the 
nag ale nen Paxton. MEW MEXICO: Clovis—the Clovis. 
eservation ervice 2 
SOUTH CAROLINA: Columbia — the Wade 
Circle 7-6940 Washington EXecutive 3-6481 VIRGINIA: tei Lek 
MOhawk 4-5100 s Meemtem iste — 
. 46-98-92 Galvesten the Mountain Lake; the Monticelle. 


* 
vez. Seahorse, Jean Lafitte and Coro- =} 
nado Courts; Laredo—the Plaza; Lubbock Vs 
— the Lubbock; Matlin — the Fails; San 
Angelo — the Cactus: San Antonio — the 
Menger and the Angeles Courts 


OFFICES: New York 
Chicago 
Mexico City 


Hampton 
SOuthfield 5-8536 
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Kill Conference Confusion 


Two or more minds are better than one only when they are 


informed, and when they are directed into constructive 


channels of thought. Detailed outlines pave the way. 


BY FRANK W. GRAY 


Former Executive Vice-President, Sales, Mission Dry Corp. 


Grand old institution, the business 
conference, has inspired many a hu- 
morous definition, many a satirical 
cartoon. 

One definition that went the rounds 
a few years ago was: “A conference 
consists of a group of people who in- 
dividually can do nothing, and who 
meet to decide that nothing can be 
done.” 

Unfortunately, there is a lot of 
truth in this statement. Have you 
ever noticed, in arguments or discus- 
sions between two or more people, 
how points at issue get obscured by 
smoke .screens of irrelevant conversa- 
tion — sidetracked by tangent ideas, 
warped by personal opinions — until 
no one is exactly certain what started 
it all, or where points of difference 
lie? 

Over the years, I have taken part 
in literally hundreds of business con- 
ferences, large and small, formal and 
informal, where important or trivial 
matters came up for discussion. | 
have emerged from many such a 
meeting, somewhat confused and be- 
wildered as to who said what, and 
whether or not a definite decision 
was made, or even planned. 

‘Modern business is highly special- 
ized, sometimes over-complicated, as 
to functions of departments and tal- 
ents of individuals. One characteristic 
of the specialist — sales, production, 
engineering, accountant, financial, en- 
gineering, advertising — is that he is 
inclined to look at a problem or proj- 
ect, development or general policy, 
from the angle of his own function 
in the business. 

Since every phase of business oper- 
ation leads up to sales, and I hap- 
pened to be in that department, I 
often found myself in a maze of con- 
flicting opinions, each reflecting ideas 
of a department head. Many of us 
have experienced the same feeling of 
frustration following tiresome meet- 
ings where everyone spoke, and no 
definite course of action was clarified. 
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The procedure I decided to follow 
many years ago, and have followed 
ever since, was to write up a detailed 
outline for each conference, and dis- 
tribute copies a day or two beforehand 
to everyone who was to take part. 
After all, how can anyone offer an 
intelligent opinion on any subject, 
unless he has informed himself on it, 


and given it some thought? Snap 
judgments can be dangerous. I have 


seen some impulsively stated opinion 
lead to costly errors. 

As an example of executive snap- 
judgment, I was once present at a 
conference where the chief engineet 
of the company advocated a radical 
design change in a certain machine. 
The sales department had no pre- 
vious information on this change, and 
the manager was therefore not in a 
position to dispute the point. Ap- 
proval was given, production changes 
were made, and a heavy loss in sales 
— with a wave of complaints from 
dealers — followed this conference 
decision. 

When I began to write conference 
outlines, and to pass around duplicate 
copies beforehand, the change in atti- 
tudes and results were noticeable. 
Sometimes outlines were short, cover- 
ing only a page or two. At other 
times, when a complete marketing 
program, advertising campaign, in- 
troduction of new products, or other 
major projects were to be discussed, 
outlines sometimes ran into 10 or 15 
pages. 

Names of people who were to take 
part in the conference, or different 
phases of it, were listed, followed by 
a clear statement of each subject to 
be considered. Where special infor- 
mation had to be compiled, work was 
assigned to the proper department. 

Enough statements on the pro and 
con sides of controversial questions 
were listed to stimulate debate in 
constructive channels. A space was 
left for the decision to be written in. 
Copies were gathered up after each 


Looking for a 
location that’s 
unique? 


oe 
Here is a Magnificent Tropical 
Island Paradise 


Just 18 minutes from the heart of Miami. 
Delightful seclusion without remoteness. 
Unexcelled Services . . . Cordial Hospitality. 
Air-conditioned. Diversified facilities. 
Picturesque, sporty 9-hole Pitch 'n Putt Golf 
Course overlooking the Atlantic Ocean... 
described by Golfdom Magazine as one of 
world's finest. Miles of secluded beautiful 
white sand Beach. 4 Championship Tennis 
Courts .. . Shuffleboard. 2 Fresh Water 
Swimming Pools. 


Your Group is held together . . . work 
together . . . live together . . . play together 
on a delightful Resort-estate. Telephone 

or write for complete information 

Alan Bland, Director of Sales 

Bob Neale, Managing Director 


© Complete with everything necessary 
for Successful..Happy..Group Functions 


THE 


KEY BISCAYNE 
Hotel and Villas 


300 OCEAN DRIVE + KEY BISCAYNE + MIAMI 49, FLORIDA 
Telephone Miami 814-5431 


ONLY 


38 


STEPS TO THE NEW 
COLISEUM 


WORLD'S LARGEST 
EXPOSITION CENTER 
Yes, we counted them—only 58 steps from 


our 58th St. entrance to your exhibit at 
the Coliseum. 


Make your headquarters here at the 


Henry Hudson Hote! and save time, 
money and energy. 
1200 Rooms 1200 Baths 


Single $6 to $9 Double $10 to $16 


You'll enjoy the Voyager Room featuring 
Entertainment by name musicians. Now 
open—New Chart Room Bar and Restau- 
rant. 


e Banquet and Meeting Rooms 
e Ample Parking — 2 Cocktail Lounges. 
Swimming Bool and Sun Decks 
Complimentary to Guests 


ALBERT F. KOENIG—Gen. Mor. 
Frank W. Berkman, Dir. of Sales 


a- 


HOTEL 
CO 5-6100 
353 W. 57th St., New York 19, N. Y. 
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The Aristocrat of 
Miami Beach Hotels 


Located in a 15-acre 
garden estate on 

beautiful Biscayne Bay. 
An extensive range of modern 
meeting and banquet 
facilities, accommodating 
groups from 50 to 700. 
Swimming pool, private 
yacht marina and Cabana 
Club, golf, tennis, fishing, 
dancing and entertainment. 
Personalized service — 
superior cuisine. 

For detailed information, 
please contact 


Colonel Henry R. Dutton 
Vice President and 
General Manager 


FLAMINGO HOTEL 
and CLUB 
MIAMI BEACH, FLORIDA 


FRENCH CANADA... 
First Choice for SUCCESSFUL CONVENTIONS 


™ Manoir 
Richelieu 


AND COTTAGES 
MURRAY BAY, QUEBEC 
Superb resort living for groups up 
to 600, all-inclusive rates . . . come 
in June, late August or September. 
In the pine-scented Laurentians 
overlooking the St. Lawrence . . . 
large Casino for meetings and danc- 
ing. Championship golf, tennis, 
Lido beach, heated saltwater pool, 
excellent fishing. Superb cuisine. 
Write for detailed Convention 
brochure to H. M. Cos- 
tello. Convention Dept., 
Box 100, Montreal, 
Canada. 


A DIVISION OF CANADA STEAMSH 


meeting, signed by participants, so 
that opinions or conclusions were a 
matter of record. 

Time was saved in meetings be- 
cause issues had been given previous 
thought, and because supporting facts 
and figures were available. Where a 
problem or policy change involved 
any particular department, the head 
of that department was called upon 
to present his case. General effect 
was to place the president of the com- 
pany in a judicial capacity, hearing 
arguments on both sides, considering 
the factual information, and then 
making a personal decision, or de- 
ferring to majority vote. 

Most big corporations follow the 
practice of writing up an agenda to 
be followed in formal meetings. Trou- 
ble with most such outlines is that 
they are too brief; they merely are a 
succession of subject headings. I have 
seldom found in smaller and more in- 
formal conferences that written out- 
lines are prepared beforehand. Same 


is true of sales meetings, where the 
manager often talks himself and his 
captive audience into a state of ex- 
haustion, and where discussion goes 
where fancy leads. 

Arguments usually are won by peo- 
ple who know what they are talking 
about. Facts cannot be disputed, but 
personal opinions call for counter- 
opinions, and foster a chain reaction 
which is often endless and aimless. 
Two or more minds are better than 
one only when they are informed, 
and when they are directed into con- 
structive channels of thought. 

Many a decision is left hanging on 
the limb of uncertainty—many a man 
passes the buck — when subjects are 
not considered beforehand and deci- 
sions not confirmed in writing. 

Try dictating an outline for busi- 
ness conferences or sales meetings — 
even the smallest gatherings—and see 
how much easier it is to decide things 
quickly and right. 


PREPRINTS: 


Send remittance with order to Reader's Service Dept. 
Sales Meetings, 1212 Chestnut St., Philadelphia 7, Pa. 


What I've Learned from My 11,000 Speaking Engagements 


Genial Gene, the old pro at addressing sales meetings, gives six rules to follow when 


you speak. 


By Gene Flack 15 cents 


Why Doesn't Brainstorming Always Work? 


There are four big reasons why creative-thinking sessions do not produce effective 


results for a company. 


By B. B. Goldner, Ph.D. 15 cents 


How to Handle "Squares" at Round-Table Discussions 
Nothing encourages constructive thinking like a round-table discussion. 
By Paul Roberts 


15 cents 


JACKSON, MISSISSIPPI - BEAUMONT, TEXAS 
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“NS 
that rivals the best in the world 


NOW—ONLY ONE HOUR 
FROM NEW YORK CITY 
and ’most anywhere in New 
Jersey (not much more from 
Philadelphia!). One of Amer- 
ica’s most magnificent re- 
sort hotels offers perfect 
setting for 


BERKELEY. CARTERET 


— an ex4 
ecutive session 
of 6, or full-scale 
convention of 600, *% 
you'll find the type of set- 
up and service you require, 
and a staff with years of know- 
how. Pool, Restaurants, Dancing, 
Entertainment. All sports facili- 
ties. Fireproof. 400 outside rooms. 
OPEN ALL YEAR. 


v.y.WOrth 2-4018 
elsewhere, call Asbury Park: 
_ PROSPECT 5-5000. 


INFORMATIVE BOOK ON HOTEL LUCERNE 
» *Travel Reward Incentive Plan 


Just off the press! Your complete guide to a 
Fr. successful Incentive Campaign . . . to put new 
|, spirit into salesmen . . . stimulate sales .. . 
) boost production . . . improve morale. It’s the 
plan offering the one award that every sales- 
man will go all out to win...a glamorous extra 
vacation at the magnificent Lucerne. Prepared 
by the Lucerne’s experienced incentive experts. 
It covers custom planning, contest operation, 
promotion, scheduling, and pricing the program 
to fit your budget. : 


It's yours FREE of charge... 
Contact—Col, Lee H, Tucker 


Director of Sales 


Ucerhe 


A FULL BLOCK ON THE OCEAN 
4bet to 42nd Sts. ¢ MIAMI BEACH, FLORIDA 
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IT’S UNANIMOUS... 
a 


WEST 
INDIES 


is the place for your next convention! 


It's so much more productive holding your meetings in the relaxing atmosphe 
of beautiful Jamaica away from the hurry and flurry of a busy city 

d you can be assured—regardless of the siz 

Jamaica resorts offer every moderr 

complete success 

In off-hours there are white sand beact 

sorts to enjoy... at night, Calypso mu 


Remember this, too...in Jamaica you 


and European goods 


See you in 


NOW—no tourist landing tax... 
another example of Jamaica's hospitality 


JAMAICA TOURIST BOARD 
NEW YORK OFFICE: 630 Fifth Ave., New York 20, N_Y 
CHICAGO OFFICE: 37 S. Wabash Ave., Chicago 3, | 
MIAMI OFFICE: 901 Ainsley Bidg., Miami 32, Fla 
CANADIAN OFFICE: King Edward Hotel, Toront 


EXECUTIVE OFFICES: 78-80 Harbour St. 
(P.0. Box 284), Kingston, Jamaica 7, W.! 


This year meet someplace different 


Plan your Convention or Meeting in the beautiful, world-famous Land O° 
Lakes region of Wisconsin. Convenient—easily accessible by air, auto 
or train. 

King's Gateway Hotel and inn has ali modern facilities for Meetings 
with no outside interferences, plus planned year-round recreation. 

Private golf course — tennis — horseback riding — excellent fishing — nightly 
dancing and entertainment. Fall and winter sports include skiing—S ski 
tows (instruction and all necessary equipment available) —snowshoeing— 
tobogganing—skijoring—skating—ice fishing—hunting. 

Meeting and Dining space to aceommedate groups up to 150 persons. 
American Pian available. All inquiries appreciated and answered promptly. 


Write— John J. Garber, General Manager, Telephone: Land O° Lakes 261! 


the KING'S GATEWAY 
LAND O’ LAKES, # — 


CHICAGO OFFICE 
E 7-8033 
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Chalfonte Haddon-Hall (Atlantic City) Galt Ocean Mile Hotel (Fort Lauderdale 
Ag sy & Rogers Advertising Florida) 
Agency: H M 
Claremont Motel (Berkeley, Calif.) Advert } 
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Agency: Caldwell, Larkin & Sidener ' Garza Travel Service (Mexico City, Mexico) 
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; The General Oglethorpe Hote avannah 
Allied Ven Lines Inc Commodore Hotel (New York City) Ga.) 
Agen McCanr 36 y Na 


j i Georgian Bay Lines 
Ambassador Hotel | (Attentic City) Contgen Juen, Peerto Rico)” Aa Wolf klir key 
Age y: Koer an & Landan 
A Ma ochuebel & F The Golden Gate Hotel (Miami Beach 
ng Acency: f ence fe & 6B 


American Air Lines, Inc ‘ P R 
Acer rn & News - a 
; : Corpus Christi Hotel Assn Adv 
American Neckwear Manufacturing Co Corpus Christi, Texas) Grand Hote! (Point Clear, Ala.) 
Agen R k-Abert Art Stud Agency: Ad sft Agen ice M . 


The Greenbrier (White Sulphur Springs 
W. Va.) 
Andrews, Bartlett and Associates, Inc Dartnell Corporation ree Need " 
Antlers Hotel pounds as z Agency: Art ~ Barnett Agency Great Oak Lodge (Chestertown, Md.) 
Aaer y Er ‘ . t 


} Swafto 


Americana Hotel (Miami Beach) Cubana Airlines 
A yv: Bishor Se Fielden. Ir Aa H ‘ 


Daytona Beach Convention Bureau 
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CONVENTIONS AND 
SALES MEETINGS IN 
PHILADELPHIA 


AIR-CONDITIONED 
MEETING ROOMS 


City’s most convenient hotel. 


400 modern, attractive 


rooms—all with private 
bath, radio, and circulating 


ice water. Finest convention 


facilities—entire floor of 


air-conditioned meeting rooms. 
Closest to everything in Phila. 


Reserve direct or 
through your travel agent. 


Telephone: Rittenhouse 6-3000 


Adele Downey 
Sales Manager 


Bennett Tousley 
General Manager 
For Wining 
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ADELPHIA HOTEL 
CHESTNUT STREET AT 13TH 
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Florida’s Famous 


Hotel Ponce de Leon 


with its exceptional 
facilities for 330 


FLORIDA EAST COAST HOTEL CO. 


Proudly presents 
the New, Deluxe 


PONCE DE LEON MOTOR LODGE 


located right on the Championship 
Ponce de Leon Golf Course. 
Accommodations for 140 persons. 
For complete information on both 
properties write 
Edward G. Flather, Jr., Mgr. 


P. O. Box 1291 
Saint Augustine, Florida 
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THE 


CLARIDGE 


HOTEL 
ATLANTIC CITY 


CONVENTION-ALLY DESIGNED 
EXCEPTION-ALLY REGARDED 
HERE'S WHY— 


Seventeen meeting rooms — cli- 
maxed by Trimble Hall—provide 
facilities for groups of from 25 to 
950 persons. Exhibit space of ap- 
proximately 12,000 square feet is 
available, serviced by heavy-duty 
elevator. 

400 spacious rooms, each with tub 
and shower, fresh and sea water 
—splendid meals—health baths— 
music for dancing twice daily. 


GEORGE B. BRUNI 
Vice President & General Manager 


ADA TAYLOR 
Director of Sales 


Telephone Atlantic City 5-127! 


HOTEL 


LASALLE AND MADISON 


CHICAGO 


Teletype 
CG 28 


@ Complete facilities adaptable vo 
any type of function 

@ Personalized attention to 
every detail 

@ Cenvenient to railroad terminals 

@ Located in the center of 
downtown Chicago 

@ Gracious, modern atmosphere, plus 
traditional LaSalle hospitality 


An exchange of anecdotes and 
facts to help a speaker spice 
his speech and make a point. 


Subject: REVENGE 

Sally Mae didn’t get an invitation 
to the annual picnic of the town’s 
leading society matrons. As the picnic 
day approached, she became more and 
more indignant. Hour after hour she 
sat trying to think of some way to get 
even. 

Morning of the picnic she received 
a call with profuse apologies for hav- 
ing left her name off the mailing list 
inadvertently, and received a special 
invitation to attend the picnic. 

“Too fate,” said Sally Mae, “I've 
already prayed for rain.” 


Subject: EVIDENCE 

Patrick Murphy was hauled into 
court, charged with 
battery. 

“Guilty or not guilty?” asked the 
judge. 

“Can’t tell you, Judge,” said 
Murphy, “until I hear the evidence.” 


assault and 


Subject: DETERMINATION 


A’ timid husband was advised by 
his psychiatrist to toughen up at 
home. That evening, this ordinarily 
quiet guy told his wife she was taking 
orders from him—and that after she 
put out his supper, she jolly well 
better lay out his evening clothes. 

“I’m going out alone,” he declared, 
“And you know who’s going to dress 
me in my tuxedo and black tie?” 

“Sure,” said his wife, “the under- 
taker.” 


Subject: APPOINTMENTS 
A salesman wanted an appointment 
at Johnson, Corbin and Smith Co. 


and tried to talk to one of the part- 
ners. He asked the 
each one by name. 

“Mr. Johnson’s out to lunch,” said 
the girl. 

“How about Mr. Corbin?” 

“He’s out to lunch, too.” 

“How about Smith?” 

“He’s tied up.” 

He called the next day and the 
next and got the same replies. “Sure 

he told the receptionist. 

“Mr. Johnson and Mr. Corbin go 
out to lunch and Mr. Smith is always 
tied up. Does this always happen?” 

“Oh, yes,” said the girl, “they 
always tie him up when they go out 
to lunch.” 


receptionist for 


is Strange, 


Subject: PROBLEMS 

A young beauty came to the psychi- 
atrist’s office. He dismissed his nurse, 
locked the door, then instructed the 
beautiful patient to embrace him. 
After a long, passionate kiss the psy- 
chiatrist said: “Well, that solves my 


} 


problem; now—what’s yours? 


Subject: JUDGMENT 

“Are you acquainted with any of 
the jurymen?” asked the district at- 
torney of the elderly witness. 

“More than half,” 
old gentleman. 

“Are you willing to swear that you 
know more than half of them?” per- 
sisted the D.A. 

The old fellow looked slowly over 
the jury box. 

“Tf you want to put it that way,” 
he drawled, “I’m willing to swear I 
know more than all of them put 
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togetner. 


answered the 


THE IDEAL PLACE FOR GROUP MEETINGS 
Facilities Up to 75 


THE MUSKY INN 


SAYNER 
WISCONSIN 


Main Lodge or Cabins - Assembly Room - Projector - Coffee Breaks i 
Excellent Meals - Cocktail Lounge - Recreation Facilities - Golf Nearby 
Private Beach - Group Facilities During May, June and September 


WRITE FOR ROOM CHARTS, FLOOR PLANS AND FULL DETAILS iy GN) Write for Color Brochure and Rates 
A.M. QUARLE M. P. MATHEWSON 4! BRING THE FAMILY ALONG 


MANAGER ‘3 : Telephone: 


“Diner's Club Members 
May Charge” 
Sayner 9264 
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BLUEPRINT FOR A PERFECT SALES MEETING 
THE NEW BALLROOM WING 


OF THE 


SHERATON-TOWN HOUSE 


LOS ANGELES 


AN 
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REGENCY ROOM 3 grand, dramatic Te T hese four new Banquet Rooms i 
) | ) TY ) n et oor 3¢ 7! rr 

ee ne ees the Sheraton-Town House are beautifull) 
appointed functionally de ne . 
gatherings or business meeting ) decorated and air-conditioned 
for meetir , 261 for ban et : 1 } 

ial . ae Each has its own public address 


system and every facility to make 


vour business meetings a success 
Combined capacity 527 for meetings, 345 for banquets. your busine meetings a succe 


~*~ 
WEDGEWOOD ROOM xten \ NOW BOOKING 


Regency Ballroor eparate Make reservations 
sliding pane ’ 

Terrace. Ideal for ir 1 > es ( n \ — now tor your 
extension to the 


cesta tte mlbe seit next banquet, 


or convention. At your 


convenience, contact 
SHERATON-TOWN HOUSE, 


FIRST FLOOR PLAN Wilshire Soulevard, Los Angeles 


. ee » DUnkirk 2-7171; or 
Le \ \ Sheraton Hotels Sales 
| and Reservation Office 
toa Roose elt Building, Los Angeles 


um | I T T ik | Dent \ ‘s ~ VAndyke 7000: or 


Sheraton Hotels Nationa! 

LAFAYETTE ROOM ... nicely accommodate ; 
ngs of 110 people, dinners of 81 people : Convention Manager 
lent setting for cocktail parties too Sheraton-Park Hotel 


Combined capacity — 197 for meetings, 142 for banquets. Washington, D. ¢ 


= COlumbia 5-2000 
i VISCOUNT ROOM .... overlooking the 
beautiful garden patio, it has wide 


picture windows and sliding doors 
opening onto the Garden Terrace. 
Seats 87 people for meetings, 

61 for banquets 
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THE SHERATON-TOWN HOUSE is an island of luxury on Wilshire Boulevard 
with swimming pool, gardens, fashionable restaurants, underground garage and 
lovely Lanai suites. Conveniently located in the heart of Los Angeles. 
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P) SHERATON HOTELS coast to coast in the U.S.A. and in Canada 


EAST PITTSBURGH ROCHESTER DETROIT AUSTIN SIOUX FALLS, S. D PORTLAND, Oreg 
NEW YORK Penn-Sheraton Sheraton Hotel Sheraton-Cadillac Sheraton-Terrace Sheraton-Carpenter Sheraton Hote 
Sheraton-East BALTIMORE BUFFALO CINCINNATI Motor Hotel Sheraton-Cataract ( 
(former he Sheraton-Belvedere Sheraton Hotel Sheraton-Gibson AKRON >A DIN _ 
) meres Pr PHILADELPHIA SYRACUSE ST. LOUIS Sheraton Hotel ee nthae toreagueg CANADA 
Park-Sheraton Sheraton Hotel Sheraton-Syracuse Inn Sheraton-Jefferson INDIANAPOLIS : : MONTREAL 
sheraton-McAlpin PROVIDENCE Sheraton-DeWitt Motel OMAHA Sheraton-Lincolr PACIFIC 
sheraton-Russell Sheraton-Biltmore BINGHAMTON, N. Y Sheraton-Fontenelle FRENCH LICK, Ind SAN FRANCISCO 
BOSTON ATLANTIC CITY Sheraton-Binghamton LOUISVILLE French Lick-Sheraton ete reg“ eg 

ou Sheraton Ritz-Carlton (opening early 1959) Sheraton-Seelbach RAPID CITY, S. D paneitancentvlaleroras King Edward Sherat 
SPRINGFIELD, Mass MIDWEST The Watterson Sheraton-Johnson LOS ANGELES NIAGARA FALLS, Ont 
WASHINGTON Sheraton- Kimball CHICAGO DALLAS SIOUX CITY, lowa Sheraton-Town House Sheraton-Brock 
sheraton-Carlton ALBANY Sheraton-Blackstone Sheraton Hotel Sheraton-Martin PASADENA HAMILTON, Ont 
Sheraton-Park Sheraton-Ten Eyck Sheraton Hotel (opens early 1959) Sheraton- Warrior Huntington-Sherator Sheraton-Conr 
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ING Se ink Ss PRODUCTS 


MOST OF 
QUR BEST 
FRIENDS ARE 
THINKERS 


Throughout the years, the most stimulating fun we've had has been the chance to work with many of the ablest sales thinkers in America 
The Coca-Cola Company for example — if close association with this client has taught us anything, it’s this: Nothing sells products 
and ideas like IDEAS. 

Over the past twenty-five years we've been privileged to watch sound selling ideas develop for marketing Coca-Cola. To them we've 
added presentation ideas, training ideas, promotional ideas in live motion and sound. 

We're in business to help business sell—hard or soft—with motion pictures, slidefilms, visual aids—even “‘live’’ stage productions 
With our famous One-Stop Service, all work is handled at one source. One organization, one briefing, one accounting does it all 
For details contact... . 
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